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Fashions Forerumors 


\ Ts showing of FOOT-FASHION fine 
shoes for ladies is shown for the purpose of herald- 
ing the new line for Fall. Each pattern has been 
conceived with a thoughtful consideration to the 
keynote of successful retailing ofstyleshoes .. . 

Friedman-Shelby’s salesman will consider it a 
privilege to show you the complete FOOT-FASHION 
line for Fall. A postcard will bring a complete line 
samples for your consideration. 















No. 1629—Indies Brown Suede trimmed in Brown Crushed 
Kid, Brown Kid Lining, Brown Silk Lace, 17/8 Con- 
tinental Heel. VALERIE LAST. AAA, 5/9; AA, 4!/2/9; 
A, 4/9; B, 3/9; C, 3/9. 

No. 1628—Same as above in Black Suede, trimmed in 
Black Crushed. Same’ sizes. 









No. 1630—Same as ebove in Blue Crushed Kid Vamp, M+ 
Strip and Quarter, with Blue Lustre Kid Quarter and No. 1616—Indies Brown Kid Méip. and Waist Strap 
Underlay. Sempatiag with Indies Brown Suede Quarter and Hee! Cover, 
; Beaver, Stitch Markers, ze Buckle. 17/8 Franco- 


China Heel. VALERIE BAST. AAA, 5/9; AA, 4//2/9: 


A, 449; B, 3/9. . . 

5 oe Now’i615—Seme as above 
_ eBlack Kid and 
Suede. Gun Metal 


. Same sizes. 
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No. 1609—Indies Brown Kid Vamp, Col- 
far and Heel Cover with Brown Taupe 
Kid Quarter, Stitch Markers and Fit- 
ting in Brown to Match. 19/8 Franco- 
China Heel. BERET LAST. AAA, 5/9; 
AA, 42/9; A, 4/9; B, 3/9. 








[Sam YY 2S SY (UL 


When writing advertisers please mention Boot and Shoe Recorder 
































e cs 








eee es 





x late gener es inva: ign nial anaes 








Vol. CV, No. 11 


BO 


OCOew: 


ERBERT J. RICH of B. Rich’s 

Sons, leads the merchants of 
Washington, D. C., into another co- 
operative effort, entitled “Walking 
in White.” Six magnificent pages 
appearing in the Washington Her- 
ald of Sunday, May 6, tell the capi- 
tal public that white sweeps into 
style. 














Mr. Rich writes: “We are two 
weeks ahead of Sport Shoe Week, 
but we happened to get a wonder- 
ful break in the weather. It’s just 
like Summer here and the public is 
buying.” 

The Washington Herald cooper- 
ated with three pages of text and 
large photographs and the mer- 
chants did the rest. It is the finest 
job of cooperative promotion yet to 
be done. A solid page of men’s 
fashions closed the section. 

* * * 

OHN JUSTUS LATTERMAN, 

third of a living line, is the 
proud father of Suzanne—a daugh- 
ter born on Friday, April 13. He 
is associated with the International 
Business Machine Corporation, hav- 
ing stepped out of shoes. 

The young grandfather, Justus 
John Latterman, had his heart set 
on a baby boy to continue the fa- 
mous name, for the great-grand- 











father, John Justus Latterman, is a 
living, active octogenarian. 

The names have been alternated 
in each generation. 

F * * * 

se to spell is something that 

we are all supposed to know, 
but apparently we are far from per- 
fection,” says Ralph M. Broad- 
hurst, president of the Denver Shoe 
Retailers’ Association and head of 
Broadhurst, Inc. 

“A report made by a code com- 
mittee investigator who was check- 
ing window displays of various 
classes of business houses for mis- 
leading statements, casts a humor- 








WHO ME? 























ous but instructive light on the sub- 
ject. In a few blocks, on one of 
the main business streets, he ob- 
served three showcards containing 
misspelled words. They were all 
in good stores, and the cards them- 
selves were very carefully lettered. 
Little details like this—no matter 


how small—merit attention.” 
*% % % 


BR prng J. HOGAN, who opened 
the new Florsheim Shop in the 
corner of the triangle of Longacre 
Square, at 1567 Broadway, New 
York City, is known to show folks 
far and near. Wires came to him 
from: 
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Jack Pearl—“Best wishes for suc- 
cess in your new venture.” 

Schnozzle Durante — “What 
would you do, wait until I left New 
York before you opened a new 
store. Anyway, best of luck to you 
and Florsheim.” 

Mark Hellinger—“All luck and 


success with the new store. With 











you around, I know it hasn’t a 
chance of missing. Kindest re- 
gards.” 

The store has all the new gadgets 
to emphasize the display of shoes. 
The windows stop the traffic. In 
one is a yacht in full breeze, with 
the wind flipping the mainsail, and 
in the other a giant thermometer, 
with the line: “20% Cooler.” The 
big sign above is as large as the 
store itself. , 4 y 


OL. H. S. WONSON, president 
of the New England Shoe and 
Leather Association, says: 

“If the shoe production for Jan- 
uary, February, March, April, May 
does not reach that of 1933, the ap- 
parent substantial surplus of sole 
leather expected in June, 1934, will 
be increased. This surplus may be 
in the form of backs, bends or may 
even be represented by substantial 
increases in the stocks of cut soles. 


While it is possible that the surplus 
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of finished sole leather held by the 
tanners themselves is not above nor- 
mal, it is most probable that their 
surplus will increase materially in 
the next few months, for from the 
available statistics and from the 
statements made by several of the 
larger tanners, sole leather wettings 
in the months of January and Feb- 
ruary, 1934, were very large and 
will result in a large production of 
sole leather in the months of May 
and June. 

“As these months are normally 
months of comparatively low shoe 
production, and as it is probable 
that the production in these months 
this year will be much nearer nor- 
mal than in 1933, there is every 
reason to believe that the tanners’ 
surplus stocks will increase substan- 
tantially in the near future.” 


* * * 


HE National Industrial Confer- 

ence Board says: 

“The total number of unemployed 
workers in March, 1934, was 8,- 
021,000, according to an estimate 
of the National Industrial Confer- 
ence Board issued today. In 
March, 1934, unemployment showed 
a decline of 589,000, as compared 
with February, 1934, and a decline 
of 5,182,000, or 39.2 per cent, as 
compared with March, 1933, when 
unemployment was at its highest 


* * * 
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EORGE HALDINSTEIN of 

Bally & Haldinstein, Ltd., 
Norwich, England, says: 

“The American report of your 
styles conference is very interesting 
reading and most useful. On go- 
ing through it I find that the Amer- 
ican and English ideas are getting 
very close together. We have come 
away from the French dress effects 
to the more practical effects. Wo- 
men don’t want to buy anything that 
is merely ‘fluff,’ but something 
which is lasting. 

FRASER M. MOFFAT, president 

of the Tanners’ Council of Amer- 
ica, told the leather men at White 
Sulphur Springs, W. Va.: 
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—There's not much difference, numerically 
speaking, between a two letter word 
and a three letter word. 

—But what a difference there can be in 
the meaning! 

—Take "yes" and “no” for instance. 

—My reaction to "yes" is usually exhil- 
arating. "Yes" is more often a cheery, 
stimulating word. 

—Whereas "no" is negative; usually causes 
a feeling of depression or failure. 

—It's my opinion that "no" has been a 
much over-worked word during the past 
two or three years. Possibly too many 
"no's" have accentuated the depression. 

—If we can bring into daily use more 
"yeses," darned if | don't believe we 
would help the whole Recovery program. 

—What say you— 
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President. 












“Reasonably proper competition, 
probable markets, considered and 
controlled inventories are essential 
today for the proper operation of 
any individual concern. It is the 
responsibility of this organization 
that every single group shall have 
this information and every single 
operator within that group shall 
have individual knowledge of his 
proper position. 

“IT am not satisfied with the dic- 
tum that man is more of a preda- 
tory animal than the wild beast nor 
that unrestrained competition with- 
out direction and without proper 
information is sound economics. 
Unrestrained we are destructive to 
the last degree and suicidal which 
a wild beast is not. By the proper 
and legal comprehension by the 
producers of all types of leather I 
have been given hope that a new 
day is dawning because of the more 
intelligent use of the information 
which it is proper you shall have 
and it is our responsibility to give 
you. Better for your customers. 
Better for the ultimate consumer. 
Better for the producer. 

“My training does not allow me 
to mistake rainbows for realities, 
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but I do know that in that six 
months there has come a realization 
to the leather industry of the value 
of unified action and the possibili- 
ties of such action under the law. 
I recognize progress. Selfish? Yes. 
Sharply competitive? By all means! 
The Millennium? No, not yet. But 
we have done and are doing con- 
structive work which could not be 
attempted if we did not realize that 
we have a common base and that 
the foundation is there, strong 
enough to build upon.” 
* * * 

H. MURPHY, shoe buyer for 

+ the Wilkes-Barre Dry Goods 
Company of Wilkes-Barre, Pa., 
says: 

“Many linen and pique sandal 
oxfords have been sold through 
early showing and promotional 
ideas.” He also says that the style 
trend is toward buying whites early 
in Wilkes-Barre and that he has re- 
ordered on fast-selling numbers. 
Blue and brown, while exceptional- 
ly good at Easter time, have fallen 
off considerably since. 


* * * 


LEVEN out of 19 shoe manu- 
facturers in Michigan, IIlinois, 
Minnesota and Wisconsin estab- 
lished perfect records in a No- 
Accident Contest recently conducted 
by the Employers Mutual Liability 








Insurance Company of Wausau, 
Wis. 

Workers in shoe manufacturing 
plants competed in an effort to re- 
duce accidents in their plants for 
the seven-month period beginning 
June 1, 1933, and ending Dec. 31. 
Workers in 19 shoe factories put 
in 4,797,319 man-hours during the 
seven-month period. Twenty-one ac- 
cidents occurred, giving the indus- 
try a final frequency of 4.8 per 
million man-hours worked. 

* * * 
A D. WHITESIDE, president of 
- Dun and Bradstreet, New 
York, and until recently a division 
administrator in the National Re- 
covery Administration, has been 
appointed a member of the Nation- 
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al Retail Trade Economic Board, 
Recovery Administrator Hugh S. 
Johnson announces. Mr. Whiteside 
succeeds Dr. Walter Eddy, who re- 
signed. 

The provision for the setting up 
of this board was made in the retail 
code. It was stated that it would 
consist of five members appointed 
by the President or the Adminis- 
trator and that they would be ex- 
pected to “observe and study the 
economic effects and results of the 
various provisions of the code.” 


* * * 


RED L. FOSTER and Charles 

L. Stoddard have formed the 
Uni-Mode Co., with offices at No. 
10 High St., Boston, for the purpose 
of designing styles in shoes, and 
also acting as agents for E. Biro 
Company of Vienna, who sends 
both drawings of new styles and 
“pull-overs” or sample shoes with- 
out soles. 


* * * 


F RANK H. CURRY, general coun- 


sel of the Shoe Manufacturers’ 
Board of Trade, announces the 
opening of law offices at 186 Joral- 
emon Street, Brooklyn, and 113 
South Grand Avenue, Baldwin, 
L. I., in which Frank H. Curry, Sr., 
and Frank H. Curry, Jr., will oper- 
ate under Curry and Curry. 

The Currys know their shoes and 
the legal phases that develop in the 
making and distribution of foot- 
wear; and a very successful prac- 


tice is assured. 
* * * 


HE United States Patent Of- 

fice has refused registration of 
“Ground Gainer” as a trade-mark 
for shoes, the refusal being based 
on prior registration by another 
company of the term “Ground Grip- 
per” for shoes. Samuel Brilliant 
of Boston, Mass., was the applicant. 

“The two marks are extraordi- 
narily similar in sound, appearance 
and in significance,” the decision 
declares. “The applicant seeks to 
dissect the two marks, discard the 
word ‘Ground’ from each, and rely 
upon the distinction in meaning be- 
tween the words ‘Gripper’ and 
‘Gainer.’ This practice must be con- 
demned. It is a well-established 
rule that no longer is it proper to 
dissect and subject to microscopic 


investigation the marks of the par- 
ties.” 

It also declares: “There is no 
logical basis for the rule that the 
applicant seeks to establish, namely, 
that there can be no confusing simi- 
larity between marks compounded 
of two common and well-known 
English words, the first half of the 
marks being identical, provided that 
the last half of such marks are of 
different meaning.” 


* * * 
DA Shite “. = 
GD 


E. OLDAKER, traveler, says 
. this is a sure-fire collection 


letter: 
“IF L0.U. AND U.O.ME.” 


If I owed you—as you owe me, 

And I fail to pay you promptly, 

And you write me a little ‘Dun,’ 

Which I ignore, and let bills run. 
(As we, too, have our bills to meet) 

Would you consider it indiscreet, 

If I owe you—as you owe me? 











If I paid you—and you paid me, 
Squaring accounts to date; you see 
More men would then go back to work, 
The dollar, in turn wouldn’t shirk 
Its duty. And cir-cu-la-tion 
Would lend to the situation 
And Help towards prosperity 
If I paid you—and you paid me.” 

* * 


F RANK H. BUSH of Wetherby- 
Kayser Shoe Company, Los An- 
geles, says: 


“During this trying period we 
have endeavored to follow our prin- 
ciples of quality and service and 
now really begin to feel that these 
efforts will be rewarded within the 
next few years, as we have noted a 
definite trend toward quality mer- 
chandise, although our section of 
the country has evidently not been 
favored with returning prosperity 
as reports from other sections seem 
to indicate.” 


* * * 


HAYER, McNEIL COMPANY 

of Boston have some new deck 
shoes for those who sail on the 
bounding wave; and the shoes have 
rope soles, treated so they won’t slip 
on a wet deck. The soles are bound 
all around the edges with a strip- 
ping of crepe rubber so that they 
look as if they were of crepe. The 
uppers are of white or colored 
leathers. The shoes are made over 
sport lasts and serve for general 
sport wear as well as for deck wear. 


* * * 


OBERT W. BENDER of Juneau, 
Alaska, says: 

“There is a market for hunting 
and fishing boots here. Alaska pur- 
chased $1,494,000 worth of leather 
footwear and $1,598,000 worth of 
rubber footwear during the last nine 
years. And growing Alaska will 
need more shoes in which to grow.” 
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Nearsighted salesman—“You certainly have a very small foot, madam.” 
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New Rubber Lines Are Here 


|. Wing-tip, spike heel 

rubber shown in white 

for summer and year- 
round promotion. 


2. Three-snap gaiter distin- 
guished by perfection of last 
and smartness of finish. 
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3. One-snap with new rein- 
forced section at closing to 
eliminate gapping 


10. Men's four-snap gait- 
er with lighter cloth top 
to give a spat effect. 


9. This tailored rubber adopts 
the popular monk lines and 
fastens with a new hook-on 
@ snap 


~ 
—— 


5. Child's one-strap, in 

and flexible section white, the smart color 

across the front are for juvenile rubber foot- 
shown in this shoe. wear, 


4. A more graceful heel 
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Time To Think of 
' RUBBER FOOTWEAR 
y 


Ruth Harrington 


detail, inspired by Fall 
shoe fashions, are the 
new features here. 


7. The Ghillie boot, in 
alligator finish, intro- 
duced last year and 
continued for coming 
season. 


6. A new walking model 
in tailored qaiter with 
grain leather finish, fea- 
turing so-called “bow- 
legged" last. 


Il. And the riding boot or Russian effect in gaiters is 
possibility for the future: 


ter has given a new importance to rubber footwear. Buy- 

ers are placing orders now to fill in depleted stocks and 
to be prepared for early bad weather. In general, the lines 
are ready now, with a good ground-work of staple numbers, 
to be followed later with a few novelties for special promo- 
tion. Our “umbrella of styles” on these pages gives the 
general set-up for 1934-1935. 

Every season brings further improvement in fitting quali- 
ties. But the increase in tailored, heavier types of shoes 
has been a special challenge to the rubber footwear indus- 
try. Galoshes must be made extra-resilient to fit well over 
these broader shoe lasts. The new showings have met the 
challenge. New models are amazing in their flexibility 
and in the ease in which they may be put on and off. 


' certain sections of the country, the severity of last Win- 


EEL shaping has been given special attention, too. 
Slenderer types have been developed and also models 


‘with a broader heel seat. With the diversity in shoe heels 


next Winter, it will be impossible for retailers to make one 
heel in gaiters do for all purposes. To fit costumes prop- 
erly, at least two should be carried. We show in Model 
No. 6 a true walking last in a gaiter, designed for a 14 to 
16/8 walking heel. This gaiter is tailored throughout, in 
material and detail. With a model like this, and a lighter 
type in a satin finish, a shoe store should be able to sell two 
galoshes to every customer—one for tailored wear, one for 
dress. And some stores can even sell a third in white for 
evening. The idea is sound. Why shouldn’t a woman have 
three pairs of galoshes to fit three distinct divisions of her 
wardrobe? 


‘Perey of the smartest new gaiters take their cue from 
shoe fashions. The ghillie effect tie (No. 7) will be con- 
tinued. With a carrying on of novelty tie ideas in shoes, 
it promises to have another successful season. Another 
manufacturer, the first to develop photographic reptile 
finishes, is now featuring novelty grains to parallel the 
growing interest in crushed effects and other surface-interest 
shoe leathers. This same line has also developed stitching 
in gaiters, an important detail in the Fall shoe picture. 

Boots, as projected in shoes for Fall, are giving gaiter 
manufacturers and shoe buyers food for thought! If the 
boot goes over, what will be the effect on gaiters? It is not 
at all unlikely that a higher gaiter with a loose ankle, built 
along riding boot or Russian lines, may come into the pic- 
ture. It would be distinctly a novelty, styled for the young 
trade, and not affecting the general volume situation. But 
the boot is in the air and its possible development in rubber 
footwear is something to be watched. 
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i! HERE-HO” is the future of the shoe mer- 
\Y/ssen with a business of $10,000 to $50,000 
a year? 

There is an old saying, “Don’t worry; let the creditor 
do the worrying.” But does he? Any merchant who 
thinks he is worry-proof need only try it by giving a 
trade acceptance for 90 days on some bill of merchan- 
dise and see if he starts to worry on the 89th day when 
the available money is not in the bank to pay his obliga- 
tion. 

A great deal is said about the small merchant being 
run out of business because of competing chain stores 
and their ability to buy so much more favorably than 
the small independent shoe merchant, who naturally 
must buy in small quantities and often. Do you, as one 
of the family of these shoe merchants, feel that way? 

If you do, this article should hit you right between 
the eyes. 

The writer has been in the retail shoe business con- 
tinuously since the gay 90s. Over 75 per cent of this 
time in the retail field and the rest selling shoes on the 
road to retailers and chain shoe stores. 

Early this year a large New York firm of business 
engineers was called in to analyze the shoe market of a 
very successful shoe distributor and the writer was 
called in from the outside because of their desire to get 
the opinion of someone closely associated with the 
industry. 

The only instructions given the writer were to find 
the reason why most retail shoe accounts, after the first 
season or year of buying a given product, seemed in- 
variably to diminish their orders instead of increasing 
them. There was no complaint of the quality or service 


ITS EASIER SAID 
THAN DONE 
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It's a lot easier to point to the errors in the 
other fellow's way of doing business than it is 
to remedy the defects in your own. But some- 
times the viewpoint of an outsider is worth more 
than that of one who is in intimate, daily contact 
with a business. This remarkable story is told by 
a man who had a most unusual opportunity to 
watch the inside workings of over 50 important 
retail shoe stores in twelve different states. 
You'll be amazed when you read what he found. 
And we believe you'll agree with the editor of 
BOOT and SHOE RECORDERathat the con- 
ditions revealed here constitute a challenge to 
the shoe stores of U.S.A. in this year 1934. 


of this shoe distributor’s product, and the reason for the 
lack of growing accounts was this firm’s source of 
worry. 

The writer called on over 50 retail shoe stores, well 
rated, each the best shoe store in its respective city. 

Some of the information obtained was indeed laugh- 
able and at the same time sad. It seemed so uncalled 
for that situations, which were in the hands of the shoe 
merchant himself to change for the better and his own 
profit, were allowed to run along, eliminating all the 
merchant’s profit in his shoe business. 

In one city (one of the first six of the United States 
in size) the shoe merchants seemingly had a price com- 
plex for cheap shoes only. Quality was left entirely 
out of their buying, with the result that a good pair of 
womens’ or men’s shoes could only be purchased in a 
shoe chain store or a department store. 


He Couldn't Say "No" 


N this city one shoe merchant, doing less than $40,000 

a year, had $22,000 wholesale stock consisting of 
83 different lines of shoes, the most completely broken 
stock of sizes and widths the writer has ever seen. It 
seemed this merchant could not say “No” to any new 
line of shoes shown him. He had gotten himself into 
such a muddle that he could only buy from firms with 
long datings and than pay only in part. 

In another shoe store in this same city, the shoes had 
turned so slowly that 25 per cent of his shoes averaged 
over five years old. A most terrifying load to carry, 
with rental, interest charge and depreciation. 

The next few days the writer spent in stores located 
in cities ranging from 35,000 to 100,000 in size. In 
shoe stores in these cities we found an unusually high 
percentage who were buying too many lines of shoes. 
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In the article by Murray French, 
"A Young Man Plans a Business," 
published in last week's issue, we 
showed that the limits of every 
business are definitely controlled 
by the amount of capital. Thus 
it becomes vitally important for 
the merchant to use his capita’ 
to the best possible advantage. 
This story shows some of the 
things that the shoe man should 
strive to avoid. 
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Many of the lines bought were not even types of shoes 
that would sell in the city where the store was located. 
It was not at all unusual to go into a store and see 20 
to 30 manufacturers’ shoe lines partly represented in the 
merchant’s stock. Yet, while visiting several merchants, 
a customer would come in for some staple type in a 
regular good-selling size and the merchant had none 
in stock. One store was doing 80 per cent of his busi- 
ness in women’s shoes, and his stock was balanced as 
follows: 50 per cent men’s, 15 per cent children’s and 
boys’, 35 per cent in women’s shoes. One merchant 
had a $1,500 stock of shoes and was bemoaning his lack 
of capital to expand. He had a $1,200 cash register 
as part of his store fixtures. He wasn’t even using it. 

Another store in a city of 50,000, supposedly the only 
family shoe store in the city, was so dark we could not 
see our way around. If a shoe store ever looked like a 
morgue it was this one. The back windows were open 
and some light came through. On coming in the back 
of the store (this is at 3 P. M.), we ran into a supply of 
cheese, crackers and peanuts scattered around. A man 
came up to us with his mouth full of “eats” and couldn’t 
even choke out a welcome. In this city of 50,000 there 
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crackers and peanuts 
scattered about. 


is not a good, locally owned shoe store in the entire 
city. A real opportunity for some live shoe man. 

A little college town of 10,000 had a family shoe store 
catering to arch-type shoes when 66 per cent of the buy- 
ing in shoes was done by young people under 25 years 
old. Not.20 per cent of this man’s shoe stock was fit for 
66 per.cent of his trade. He has too many walk-ouits 
and “just can’t understand it.” To this same store a 
very conservative factory making men’s shoes sold 300 
pairs of shoes in January to be paid for on June 1— 
just the kind of shoes he had plenty of—what he did 
need was a young men’s line of style shoes for the col- 
lege boys. The long-dated line was not moving and he 
did not know how he was going to pay for them. Of 
course, this long dating carried no discount, so with 5 
per cent discount he could have better afforded to have 
borrowed money at the bank, bought a line he really 
needed, taken the discount, and done more business. As 
it is, he is due for some real “worry” to pay up. 


A "Family" Shoe Store 


N a county seat of about 17,000, all farmer trade, a 
mail order house branch was mopping up on some 
barnyard-proof work shoes. A shoe store over 40 years 
old and most highly respected, in the same community, 
lost four sales on this farm shoe while we were there. 
The son is running the store, but the father dictates the 
buying. One line of shoes, bought for over 40 years, is 
still bought each season and it continues to stack up on 
the shelves and does not sell. Why, oh! why, do not busi- 
[TURN TO PAGE 38, PLEASE] 
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the Sale of SHOES 


By ARTHUR D. ANDERSON 


WO merchants set out to make a market trip by 
automobile. They left their home town and New 
York was their destination—a two days’ journey. 
A traveling salesman accompanied one of the buyers. 
The idea was for the men to meet at a half-way point 
to rest and refresh themselves for the night. When 
they reached their first night’s destination, at the belated 
dinner, the traveling salesman said: 
“I know more about the business of you two fellows 
after today’s riding than I ever knew before. In your 
case, Jim, you have taken a dozen risks to life and 


limb and all your conversation is about the hazards 


of the day. You have told us of the stretch of road 
on which you were able to do seventy miles an hour. 
You bemoaned the blowout. If you run your business 
at the life or death rate that you drive your car, it 
must be in a sorry mess.” 

The salesman then commented on his companion, 
Dan, who arrived at the first day’s destination several 
hours ahead of Jim and none the worse for the journey. 
The salesman said: “I can see, Dan, how you do busi- 
ness and the smoothness of operation in the store must 
parallel your steady gait of forty miles per hour over 
the road. At no one time were you operating without 
reserve speed. You were pressing the distance all the 
time and you arrived at the destination physically and 
mentally fit.” 

The parallel between driving a car and driving a 
business needs no more elaboration, for it is obvi- 
ous the character of the business is pretty much 
the behavior of the merchant as a man as well 
as a business man. In the next eight weeks, the 
profits of the Summer season must be made and 
the smoothness of operation should be the first 
thought of the merchant. Every day’s shoe selling 
must show “a pick-up.” Every individual in the 
store must be made responsible for the operation 
of a properly balanced service. Now is the time 
to pick up the energy formerly wasted in store 
duties not leading to a useful sale. 

“Press the sale” of shoes at retail. Have something 
definite to sell each day and each week. The theme 
of Sport Shoe Week seems more and more logical 
as a peak promotion because of the backward weather 
and the delay in Summer shoe buying. Spring shoes. 
as such, were nipped by the late frosts. Some merchants 
put more speed into selling and more P.M.’s on each 
pair to help move the Spring shoes. Don’t dump new 
shoes in clearance—they are too good to sacrifice. 


ARTHUR D. ANDERSON, 
Editor, BOOT AND SHOE RECORDER 
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DID you read Arthur D. Anderson's 
editorial, Press the Sale of Shoes in 
Season," which was published in the 
May 5th issue of BOOT AND SHOE 
RECORDER? 


We know thousands of RECORDER 
subscribers read it, and applauded. 
The letters we have received endors- 
ing the editorial prove that, and show 
that it struck a responsive chord in 
the minds of a vast number of mer- 
chants who have been thinking along 
the same line. 


Perhaps you missed this article, or 
failed to read it carefully. If so, we 
commend it to your attention, and 
republish it, in full, herewith. For we 
wish to emphasize to every shoe man 
the importance of the eight weeks of 
selling just head. As Mr. Anderson 
pertinently points out, "To fall down 
now would interrupt the entire scheme 
of national shoe recovery." Now's 
the time to "PRESS THE SALE OF 
SHOES IN SEASON." 


eight weeks to move a mountain of shoes at a profit. 
never were the showings to the public more interesting. 
There is a thrill in sandals for women customers; the 
novelty of the heavy crepe soles for young men cus- 
tomers and the splendid diversity of basic whites, ven- 
tilated and Summer types of shoes for men. It now 
appears that the eight weeks will be heavily con- 
centrated on sport and novelty type footwear. All the 
more reason for getting a thrill over the business when 
the public is interested in “going places.” 


IVE a reward to the salesman who makes a double- 

header and increase it for the man who makes three 
cash sales to a customer, for that type of salesman- 
ship is a glory to any business. The public is going to 
find expression of the new leisure in footwear first— 
provided every store presses that point. The machinery 
of industry is geared up to a better rate of speed of 
production and distribution than ever before. To move 
the shoes in season is to prevent the possibility of loss 


in SEASON . 


Now comes the best selling period of the year— 
















after season. The public wants to see new shoes. It is 
no way to open up a sport shoe season with a window 
full of the errors of previous seasons, marked at a price 


to clear. Freshen the goods with a fresh approach. 


Create fresh opportunities for giving the public desires 


for new shoes. 


T has taken months of preparation to get the 
shoe stores of this country ready for the eight 
weeks of selling just ahead. To fall down now 
would interrupt the entire scheme of national shoe 
recovery. It is true the public has been pretty 
consistently buying pairs of shoes for use during 
the depression. But mere utility shoes are not 
enough to give the necessary bulge to business. 
Perhaps the extra thrill is not to be expected in 
an industry that has kept a level keel. The public 
is receptive to new and better shoes and this is 
the time to “press the sale” in a steady movement 
all along the line.in-men’s, women’s and children’s 
footwear so that the first six months of operation 
in 1934 may be put on the record as being the shoe 
industry’s contribution to national recovery. 
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Sketch shows a type 
of Neo-Classic win- 
dow treatment that 
can be worked out 
at a modest ex- 
penditure to provide 
an artistic and ef- 
fective shoe display. 
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[ didn’t take the smart window display men very 
long to glimpse the possibilities of the so-called 
Neo-Classic influence in design and fashions, as a 

theme for window backgrounds. 

There was quite a lot of conversation about the 
Neo-Classic development at the joint styles conference 
of the shoe and leather trades, held at the Hotel Astor, 
in New York, last month. It was discussed at the style 
meetings and mentioned in the women’s style report 
as an important influence affecting the trend of styles 
for Fall. But the men who design window displays 
work a lot faster than the fashion people. They couldn’t 
wait until Autumn. And so, a week after the style con- 
ference, New York awoke one morning to find that 
various shoe stores had relegated the cubes and cylin- 
ders of the modernistic school of window treatment 
to the place of things, not quite forgotten but tempo- 
rarily put aside to be replaced by something yet more 
modern. 

What is all this Neo-Classic business, anyway? 
Well, neo, of course, is a prefix from the Greek, mean- 
ing new, while classic, in this sense, refers to the art 
and literature of Greece and Rome in the so-called 
classical period of ancient history, when these forms of 


J. NEO- 


CLASSIC Theme 






















Where It Came From, What It 

Means and How the Shoe Store 

Can Use It to Advantage in Build- 
ing Better Window Displays 


expression possibly attained a degree of beauty and ex- 
cellence unrivaled before or since. The classical pe- 
riod came to its end with the decline and fall of the 
Roman Empire, but along in the middle ages, begin- 
ning about the year 1420, with the Italian renaissance, 
there was a rebirth of interest in art and literature, and 
a revival of the classic spirit. This period came to be 
known as the Neo-Classic era, and today we are wit- 
nessing a return of that same influence in design, deco- 
ration and fashion, which traces its inspiration back to 
ancient Greece and Rome. 

The present revival of the Neo-Classic comes as a 
reaction from the modernistic school of decoration, 
which has played such a dominant part in influencing 
the trend of architecture, house furnishing and decora- 
tion in the past few years. How far it will go in shap- 
ing the course of future fashions or the trend of design 
in furnishings and decoration, no one at this time can 
say. Our guess is that it will be important chiefly as 
the source of a new inspiration needed at this time to 
relieve the somewhat monotonous reiteration of modern- 
istic forms, which have been overemphasized to the 
point of becoming somewhat wearisome. We doubt if 
it will develop to the point of becoming a major trend 
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in design or fashion, or if it will prove of long duration 
in its influence upon either. 

In window display, we believe the Neo-Classic idea 
is destined to prove very useful in affording a welcome 
relief from the dull monotony of modernistic displays 
and in giving a new theme for the elaboration of win- 
dows that are novel and different without being unduly 
expensive from the standpoint of execution. It in- 
volves the use of classic designs in columns and pillars, 
with the use of urns, vases and classic forms of sculp- 
ture and painting, all of which can be developed with- 
out an expenditure that is beyond the reach of the 
average store, and in such a manner as to produce har- 
monious, well-balanced windows, attractive to the eye 
and interesting as a background for merchandise dis- 
plays. 

While the shoe fashion significance of the Neo-Classic 
trend has been associated with the Fall style picture, 
I. Miller stores in New York used this theme very ef- 
fectively for a black and white window in several of 


in Window 


Decoration 


Black and white shoe window of Neo-Classic inspiration 

used by I. Miller & Sons at their store at Broadway and 47th 

Street, New York. Note the striking contrast between the 
white urns and columns and the black background. 


their New York stores, these displays being devoted 
exclusively to Summer footwear. The classic decorative 
treatment was worked out very effectively and the sharp 
black and white contrast had a strong attention value. 
A number of other New York stores have already 
picked up the Neo-Classic idea and used it in one way 
or another as a source of window inspiration. And 
we anticipate that it will prove an influence of nation- 
wide significance in suggesting new ideas for window 
display this Summer and during the Fall season. 


HITE shoes dominate the windows in most New 

York stores at the present moment, and news re- 
ports indicate that whites are volume sellers the country 
over. They offer abundant opportunity for spectacular 
promotion and for the creation of beautiful and attrac- 
tive windows in harmony with the spirit of Summer. 
The white shoe business has been steadily increasing 
for the past several Summers, due in large measure to 
increased popularity of white clothing for men and 
women. So, in planning your window displays for early 
Summer and particularly for the month of June, don’t 
overlook the importance of whites. 

June is the month of graduations and weddings, as 
well as the beginning of the Summer season. These 
various occasions call for white footwear and suggest 
the theme for windows that will appeal to graduates 
and June brides and to all who are interested in these 
events. So plan to follow up your Sport Shoe Week 
promotion with attractive windows featuring white 
footwear and schedule attractive newspaper ads on 
white shoes to tie in with the windows. 
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THE 
EDITOR'S 


OUTLOOK 


BY 


Cet festa am 


Editor 


Midwest farmers have received $66,000,000 in 

wheat reduction benefits. More than $30,000,000 
went out as a bonus to reduce the pork surplus. Cot- 
ton growers have received over $50,000,000. The fa- 
mous check-writing machines in Washington are geared 
up to turn out 40,000 drafts on the Government be- 
tween 9 a. m. and 4.30 p. m. every day. The corn- 
hog program is going full tilt. More than 1,200,000 
corn and hog raisers will receive approximately $365,- 
000,000 by March, 1935. Seven hundred and ninety- 
eight thousand wheat growers stand to benefit in this 
largest commodity relief enterprise ever attempted by 
any government, anywhere. 

The field of Federal finance is to be extended. There 
is a possibility of direct loans to industry. Certainly 
government is doing its part to “prime the pump.” The 
President has asked for $1,500,000,000 to run the 
emergency agencies during the Congressional adjourn- 
ment. What a burden taxation will be forced to bear 
from this continuous outgo of money! The power to 
tax may also be the power to destroy. 

We have every hope that the acceleration of busi- 
ness will ultimately reduce the necessity for these high 
government expenditures. It is true that values of 
business, as represented by stock certificates, have in- 
creased many times the amount of money being ex- 
pended by government. But there is a vast difference 
between the appreciation of capital and the cost of 
relief. Capital continues to live as a working force 
while every dollar expended in commodity and human 
relief is a dollar on the expense side for current living. 

The National Industrial Conference Board says: 

“Federal, state, and local government disbursed in 1932 in the 
form of salaries, wages and interest $6.8 billion, or about $900 
million more than the total income of $5.9 billion produced by 
all the manufacturing industry of the country. 

“Government disbursements in 1932 were $340 million larger 
than in 1929, while income produced by manufacturing in 1932 
was $13.5 billion less than in 1929. 


“The actual payments of government to labor and capital 
employed by it represent income produced by government. In- 


RQ Mines dollars are sweeping into retail stores. 
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What Will Shoe and 
Leather Pay for “Recovery’? 


come originating in the field of government activity is thus made 
up of the payments to employees plus interest on governmental 
debt. Payments to employees increased from $4,984 million in 


- 1929 to $5,277 million in 1932, and during the same period 


interest payments on public debt rose from $1,472 million to 
$1,520 million.” 

The public and industry accept, up to this point, 
most of the remedies as being necessary under the 
extreme emergency of the depression. But now, 
with business showing definite recovery, comes the 
time for cautions. The United States has bought 
“recovery” and though the price has been high, 
there evidently was no other way out. The thing 
to watch at the moment is the possibility of tariff 
manipulations. 


Congress has been asked to permit the Administra- 
tion to go shopping in foreign capitals, with manv- 
factured products as a principal basis for negotiation. 
Congress strenuously objects to the inclusion of such 
basic commodities as wheat, cotton, corn, hogs, rice 
and sugar in bartering with foreign nations on tariff. 
In all probability, the President will be prohibited from 
cutting tariff rates on any agricultural products. 


Shoes and leather, now protected by tariff, may 
be one of the items tinkered with by international 
tariff agreement. For example, a foreign country 
may accept automobiles, rails, wire, machine tools, 
etc., and in exchange may ask for the lowering of 
our tariff on shoes and leather and other manu- 
factured commodity goods so that they can ship to 
our shores an immense tonnage of retail goods. In 
this way, the shoe and leather industries, in their 
manufacturing” divisions, may be paying “through 
the nose” for the exportation of heavy and capital 
goods. 


Tinkering with the tariff is a real menace therefore 
to the shoe and leather industry. Bartering with for- 
eign nations, with shoe and leather as one of the pawns, 
will have a direct effect on manufacturing and making 
and through comparisons with domestic prices tend to 
lower all values at retail. 

Shoe and leather is certainly in jeopardy in the big 
game for if the Administration can make a bargain 
with some foreign country to buy $50,000,000 worth 
of heavy commodities, they certainly are going to make 
an opening for that foreign country to dump in a few 
million dollars worth of shoes and leather. It may 
seem to be a good bargain in the intercourse of busi- 
ness between nations but what will it do to the com- 
paratively small business of the shoe and leather field? 
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wHy GOODYEAR'’ Means 


Not one, but TWO rapid-fire with Wingfoot Soles have 
advertising campaigns in doubled and _ redoubled 
leading magazines—one on in two years and today 
Wingfoot Soles; one on more people than ever 
Wingfoot Heels—are teach- are walking on Goodyear 
ing thirty million people that the Wingfoot Soles. 


Goodyear name on shoes means extra 


value and extra wear. Why not profit by having the dem- 


onstrated extra sales-power of the 
And because everybody wants quality- Goodyear name on the shoes you sell 
with-economy today, sales of shoes —two good names are better than one! 
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WHAT 
Are 
CRUSHED 


LEATHERS? 


And the Part They Play 
This Season in Shoe Styles 


mentioned so-called crushed leathers of various 

tannages, and the question has arisen in many 
quarters as to the actual distinctions between these vari- 
ous types. There are crushed calfskins, crushed seals, 
crushed pigs, crushed kid and crushed goat. 

Long before chrome tanning was known, fine books 
and accessories were covered with a leather known as 
Levant. This was leather shrunken in the tanning 
process. The drawing together of the fibres in the 
shrinking process gave the skin a puckered-up feel and 
an appearance of crushing. Also, it accented the natu- 
ral grain of the particular leather. For example, if 
you take a hot bath and soak a while, you will observe 
that your skin, on your feet and hands particularly, has 
puckered up, formed ridges and become flaccid. 

In the shrinking operation of this special tannage, the 
same thing practically results, except that the solutions 
in the vat make the effect permanent. 

As this shrunken leather increased in use, certain 
tanners here and abroad undertook to gain novelty ef- 
fects and soon there appeared the ecrasé (French for 
crushed) leathers. The shrunken leather was put under 
high pressure and, after being flattened out, it was sold 
either highly glazed or in dull finish. The real ecrasé 
leather is stock that has been first shrunken and then 
pressure-crushed. 

Real crushed leather, to those who appreciate genu- 
ineness, means a skin that has been shrunken in the tan- 
nage, and not one that has had the grain effect embossed 
on it, or developed merely by boarding. 

In ordinary tanning, the skins are stretched, or 
worked out, to obtain a flat surface and a maximum of 
measurement without straining the fibres to a weakened 
condition. In the specialized tanning of real crushed 
or shrunken leather (first known as Levant leather), 
the skins are contracted, resulting in the puckered-up 
surface. 

The real shrunken leather can usually be distin- 
guished in feel by a cushion-like resilience of the fibres; 
a springiness resulting from-the drawing-together of 


[) meni the past few months, style reports have 
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When leather is shrunken in 
the tanning process, the draw- 
ing together of the fibres ac- 
cents the natural grain and 
gives it a crushed appearance. 





the fibres in the shrinking operation. Sometimes the 
shrinking means a loss of footage equal to 1/3 the meas- 
urement of the original skin, as is the case in genuine 
shrunken seal, which shows a beautiful, natural grain 
character as a result. This obviously is costly leather 
and is used exclusively for finest shoes and accessories. 

Generally a good shrunken, pure vegetable tannage 
requires a minimum of three weeks extra time and care- 
ful processing. 

In order to distinguish between the various crushed 
tannages, it can be stated emphatically in the first place 
that the crushed effect is not confined to one leather tan- 
nage alone, but can be developed in all leather tannages 
most successfully. Leather buyers, style men in the 
factories and, finally, retailers, should be informed of 
these matters, and should be allowed to judge the com- 
parative merits of each type of crushed leather. 

The crushed effect in the finished shoe gives somewhat 
the same appearance as hand-boarding on finished 
leather before it is lasted. The real shrunken leather 
has one advantage over hand-boarding or embossing— 
it does not pull out in the lasting, and the crinkled, 
broken, finely grained surface is plainly apparent. 

Many of the leathers designated as crushed are only 
embossed to give the effect and, as stated previously, 
may be distinguished from those which have the springi- 
ness and the grain character of the skin which has 
actually been shrunken. 
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THE STAMP OF THE 
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GENUINE WATER BUFFALO 


The new and greater line of Uptown shoes for Fall 







“ includes two styles made from genuine water buffalo 
, calf, a new leather, heavy in texture but soft, mellow, 
d and pliable in feel. It produces marvelous shoes for 
e fall and winter wear. 

. 





These are shoes that you will want to see — shoes that 
we shall take a pride in showing — styles that round out 


UJ tow a a complete line of high grade shoes for Fall. Carried 


in stock. Widths A to D. Both styles priced $365 


Shoes “on ag 









FOR THE MAN 
ABOUT TOWN 








ROBERTS, JOHNSONS RAND 


Branch os international Shoe 


ST. LOUIS,MO. 
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In Our Craft 


White shoes, 
Light-colored shoes, 
Spectator Sports Shoes 
and Sandals 


are definitely in the Spring and Sum- 
mer demand . . . more so than for 
several seasons. This should help the 
pairage sales this Summer, and again 
this Fall, when unseasonable shoes are 
laid aside for new Winter models. 

Keep in mind the short duration of 
the “White Season” ... it may save 
you a headache. 


* *& 


A determined group of producers 
have banded together in a Guild to pro- 
tect themselves and their customers 
against style piracy and chiselers. 

When this plan is in full operation 
and works out, and it should, this will 
be the first real break the Shoe Retailer 
has had in a decade. There is no doubt 
in the best minds in the industry that 
protection should be afforded creative 
genius and that the parasite should be 
put on his own. 





Lest we forget, the Boston Chamber of 
Commerce informs us that New England 
is the shoe and leather center of the world 
and is the largest center and market of 
~ allied shoe and leather industries as 
well. 


It is also interesting to note that the 
first tannery in America was located in 
Lynn by the Ingalls Brothers in 1629. 

Lynn claims to be the birthplace of the 
American shoe industry because shoe man- 
ufacturing under modern methods was be- 
gun there in 1750 by John Adam Dagyr. 


A welcome that has gathered warmth for 
three hundred years, the writer learned, 
awaits every shoe man on a visit to this 


Things Are Happening 


volume. 


from a promotional standpoint: 


also to navy blue. 


ready-to-wear. 


new blue tweeds. 


Fall. 


Colored Shoes for Fall Conspicuous by their 
Splendor, Magnificent in Treatments 









definitely scheduled to continue into Fall. 

The new woolens are made in a great variety of new and lovely 
shades—blue green, rose-red, mustard, grey-green, and many others. There 
are innumerable tweed mixtures with flecks of bright color. The dark colors 
that are shown are not “black” shades, but clear and vibrant tones such as 
red-browns, chestnut browns, and green, the color of an evergreen tree. 

Black is less important than usual but is always in demand in good 


| swing toward color that has been so pronounced this Spring is 


It is true that the majority of women will buy brown shoes to wear 
with all of these colors, but it is also true that there is a very real interest 
in the colored shoe as a part of the general swing toward color. There 
are four colors on the Official Shoe Color Card that are most worth while 


Indian Copper—as an accent color to all sports and country woolens, 
Tailleur Green—important because of the great interest in green 


French Mahogany—excellent as an accent color. 
Navy blue—important both as a carry-over, and in connection with the 


All of these colors are at their best in sports, spectator or tailored town 
shoes, since they are designed for wear with the informal woolens of early 








New York—One of the most im- 
portant announcements which the Na- 
tional Shoe Retailers Association made 
this week was the decision of Presi- 
dent M. A. Mittelman to make a trip to 
the Pacific Coast in June to attend the 
Semi-Annual Shoe Fair and Style Shoe 
Show held by the Los Angeles Shoe Re- 
tailers Association June 4, 5 and 6. 
He will also attend the California 
Shoe Retailers Association, in San 
Francisco on June 11, 12 and 13, and 
the Pacific Northwest Shoe Retailers 
Convention in Seattle, Washington, 
June 18, 19 and 20. 

Mr. Mittelman’s visit will give him a 
chance to confer with the members of 
these three groups on the tremendously 
important problems which are confront- 





cradle of our industry. 





ing the shoe retailers today. 





Mittelman to Make West Coast Trip 


It is felt that among the most im- 
portant of these problems are: 


1. The rising producer’s cost to re- 
tailers in relation to the consumer’s 
ability to pay higher prices. 

2. Increased taxes and burdensome 
code provisions which have increased 
the original cost and reduced the 
margin between this cost and the re- 
tailer’s selling price, which margin 
must not only be retained but increased 
if many retailers are to survive. 

3. A discussion of code matters, with 
a view to considering their intent and 
their relationship to retailers in gen- 
eral. 

All of the above subjects are of para- 
mount importance to every retailer in 
the United States. 
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The Letter Box 


Better Business Bureau of New 
leans, Inc., 
603 Maison Blanche Building, 
Raymond 6943 
April 23, 1934 
National Shoe Rebuilders Association, 
Empire State Building, 
New York, N. Y. 
Gentlemen: 

Will you please give us an interpretation 
on the following case: 

Local shoe store advertises “Shoes 
Tinted and Dyed Free.” 

Does this violate any part of the Retail 
Code? If so, what? 

The shoe stores of New Orleans have 
tried to have a voluntary agreement signed 
along these lines, but because three stores 
are holding out against it, it cannot be 
made unanimous and the agreement will 
not be binding unless it is unanimous. In 
other words, 95 per cent of the shore stores 
in New Orleans want to charge for tinting 
and dyeing of shoes on the following basis: 
10 per cent of the retail selling price of 
the shoe with a 50c. maximum; that is, the 
price for tinting and dyeing of all shoes 
sold at $5 or more, would be 50c. and all 
shoes under $5, the price for tinting and 
dyeing would be 10 per cent of the retail 
selling price of the shoes. 

We are asking you these questions be- 
cause in our work as Investigating Agency 
for the Local Retail Code Authority, this 
point constitutes a definite problem here in 
New Orleans and we are anxious to have 
an official ruling on it. 

Yours very truly, 
BETTER BUSINESS BUREAU, 
(Signed) E. David McCutchon, 
Manager. 
April 27, 1934 
Mr. E. David McCutchon, Manager, 
Better Business Bureau of New Orleans, Inc., 
605 Maison Blanche Bldg., 
New Orleans, La. 
Dear Sir: 

At the present time there is nothing 
whatever in the Retail Code that will pre- 
vent a merchant’s advertising “shoes tinted 
and dyed free.” 

If this means that shoes purchased from 
that merchant will be dyed free of charge 
it will fall within the scope of a proposed 
amendment to eliminate the use of the 
word “free,” to describe merchandise or 
service contingent upon another sale. This 
amendment is scheduled for a public hear- 
ing on May 4, and your LRCA will be noti- 
field as soon as it is approved. 


Yours very truly, 
NATIONAL RE ING CODE AUTHOR- 
Richard M. "Neustadt, 
aging director. 


an 
(Signed) Edward D. Hollander. 
ASSISTANT FOR TRADE PRACTICE. 


April 28, 1934 
Mr. Nathan Hack, 
Hack’s Orthopedic Boot Shop, 
28 Adams Avenue, West, 
Detroit, Mich. 
Dear Mr. Hack: 

Ever since reading your article in the 
Boot AND SHOE Recorper of April 14, I 
have been intending to write to you, but 
have been very busy at headquarters, on 
account of the Styles Conference, and the 
usual amount of routine work that accumu- 
lates during the period immediately fol- 
lowing. 

Let me congratulate you on this article. 
The industry needs today an educational 
job along the lines you have covered so 
well, and it is the writer’s personal opinion 
that there never .was a suit of clothes made 
that had the intrinsic value of a pair of 
good shoes. 

There are many people who pay $150, 
$175, and $200 for a suit of clothes, and 
yet when you tell them that a pair of cus- 
tom shoes is worth from $45 to $65, they 
throw up their hands in holy horror. They 
need to have it pointed out to them that 
no matter how poor-fitting that suit of 
clothes may be, it cannot deform them. 

They should also be told that they pay 
as much for a hat as they do for a pair 
of shoes, and in the case of the hat they 
buy one unit, never walk on it, take the 
best care of it, put an umbrella over it in 
bad weather, hang it up or put it in a box 
every time they take it off . . . while they 
throw the shoes in the bottom of a closet, 
and very often something is put on top of 
them. Shoe trees are not generally used, 
and the shoes are worn in all kinds of 
weather. 

I am particularly impressed when you 
say, “The shoe man of tomorrow, particu- 
larly the retailer of health footwear, will be 
a progressive, modern type of business man 
of the highest intellect—a type never before 
dreamed of. He will be a happy combina- 
tion of the business and professional man 
of the highest standing in his community, 
not unlike his brothers in other profes- 
sions, who command the respect and ad- 
miration of their fellowmen.” 

Why would it not be a good move for 
the industry TO MAKE THE SELLING 
OF SHOES A PROFESSION, MAKE IT 
OBLIGATORY TO HAVE ALL SHOE 
SALESMEN STUDY FOOT ANATOMY 
AND GET THEIR DEGREE FROM LI- 
CENSED SCHOOLS AND COLLEGES 
OF RECOGNIZED HIGH STANDARDS. 
This would do the consumer a real service 
and it would stop the sale of shoes from 
tables and bargain counters, and self-fitting 
would become a thing of the past. 

I should like to get an expression of 
opinion from you on this. 

Cordially yours, 
Manager 
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Because it 


CLEANS WHITE 
SHOES BETTER 


... more people buy it 
... you make more profit! 














. S 
i Me in 2 liquids—White Cleaner and Liquid Fabric 
ot Cleaner—and 3 creams—Black, Tan and Neutral 


TUXEDO 


BEAUTY TREATMENT FOR SHOES 


1934 








REMOVES STAINS. TUXEDO 
White Cleaner actually removes stains 
... it does not just cover them up. It 
leaves all materials—especially kid 
—absolutely white. 


DRIES QUICKLY. Tuxedo can be 
applied to shoes while they are being 
worn. It dries almost instantly—no 
need to remove the shoes and wait 
until they are ready to wear again. 


DOES NOT RUB OFF. When 
properly applied according to di- 
rections, Tuxedo does not rub off. 
This claim is made for many white 
shoe cleaners. It’s true of Tuxedo. 


? : 7 


SALES-STIMULATING 
DISPLAY FREE. The attrac- 
tive display shown below on your 
counter, or in a window, helps build 
sales by reminding customers to ask 
for Tuxedo. See your jobber, or 








write to TUXEDO, 88 Lexington 
Avenue, New York City. 
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because this shoe leadsa = ~~ 


DUALLIFE 


THE up-and-coming young man at the 
right has his heart set on summer shoes 
that have a knack for pleasing the eye. 
Chiropodists, corn plasters and foot baths 
have never entered into his life. Natur- 
ally the question of style overshadows 
any other consideration when he buys 
shoes. He selects Brown bilt Tread 
Straight Shoes. 


The gentleman to the left presents 
quite another story. He’s the man whose 


an eye to comfort. This man is attracted 
by and pleased with the foot-comforting 
Tread Straight features of Brownbilt 
Shoes, 


When men who seek essentially 
different features find the answer in 
the same line of shoes—obviously it 
means extra profits for the retailer. One 
stock of these shoes that lead a “dual 
life” does the work of two! 





Mow Saoe Gowan, 


MANUFACTURERS — SAINT LOUIS 


feet call for pampering and gentle handlI- 
ing. He buys his shoes primarily with 


The Brownbilt Tread Straight line is carried in 
stock in wide range of styles, widths and sizes, 
and comes within the popular price range. 


Brownbilt 


o® 
a9? a8? 
Shoes for 


Men 
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SELLING 


ESPITE the fact that the value of suggestive sell- 
[) ing, in increasing sales of merchandise, has been 

abundantly established through the experience of 
many stores where it is intelligently employed, there 
are still relatively few salespeople who make good use 
of it. This was shown in a recent survey by the Will- 
mark Service System, covering 400 stores in 16 dis- 
tricts, with 10 tests in each store. The report of the 
survey is thus based on observation of the selling meth- 
ods used in 4000 cases, and in stores located in impor- 
tant cities from coast to coast. 

While the figures compiled in this survey showed that 
47 per cent of the salespeople who were observed did 
suggest the purchase of additional merchandise, it also 
revealed the fact that only 16 per cent went to the 
trouble of showing the customer the suggested merchan- 
dise, even when such merchandise was located in their 
own department, and only 2 per cent suggested that the 
customer purchase merchandise in other departments. 

It is a well-known fact that shoe stores, as a class, 
have not done a very able or efficient job in this impor- 
tant matter of suggestive selling, which experience of 
many other types of stores has proved to be one of the 
most powerful weapons that can be used in the battle 
of business, and in raising the sales efficiency of the 
average member of the force. 


Chart compiled by Willmark Service System, Inc., to show 
results of its nation-wide survey of the use of suggestive 
selling. 


NEGLECTED 


Not Employed Intelligently by the 

Majority of Retail Salespeople, Sur- 

vey of 400 Stores from Coast to 
Coast Indicates 


Chain shoe stores and department stores, on the 
whole, are doing a much better job in suggestive sell- 
ing than the independent shoe retailer. Many chain 
shoe stores can show records proving that fully 75 per 
cent of their sales checks—day in and day out—show 
the selling of some additional item other than the one 
pair of shoes asked for by the customer. 

These stores do a consistent job on suggestive selling. 
By that is meant they do not overdo the selling of extra 
items or articles to the point where they ultimately 
drive the customer out of the store. But they make tact- 
ful suggestions to customers which, in a great many in- 
stances, result in increased business. 

A pair of shoes will last the average girl about three 
months. A pair of stockings will last this same girl 
about a week, if she is lucky. A handbag is often 
bought when a new pair of shoes is purchased. 

Men are easier on their hose, but they are always in 
the market for shoe trees, the right shoe dressing and 
the dozen and one items which are to be found on the 
counters of all findings and hosiery counters. 





SURVEY OF SUGGESTIVE SELLING 
AMONG RETAIL SALESPEOPLE ~~ COAST TO COAST 


DISTRICT 


16 DISTRICTS ~~250 TESTS EACH DISTRICT 
25 STORES EACH DISTRICT ~~ 10 TESTS EACH STORE 
4000 TESTS THROUGHOUT THE UNITED STATES-- 400 STORES 


als by PERRO a CO 9 <5 i 


1 pisikae a8 gt NORTE NNER ROIS it 





BOOT AND SHOE RECORDER, May 19, 1934 33 


Featuring \WIAIL TES 


No. 1520—Genu- 


ine Imported 

‘cme «= IN STOCK 
White Pear!, 

Hand Lacing, 
17/8 White 


Kid  Boule- 
vard Heel Tange o y} 
y/, \) 


ia sd 


enue en ey eer a 





irc teat nam es aaa 


$3.00 7/7 GO cr 


Shite nals: Aiki eR 


WIDTHS AND 
SIZES 
AAAA ..5 to9 
AAA ....4% to9 


SES His =a ts Ee be 


Ein A as TA 


THE EXQUISITE 
NEW PUMP THAT IS 
THRILLING MISS 
No. 1329 — Le- AMERICA 
vor’s White Kid, e 
White Fitting. No. 2316—Black Kid ...$3.25 
17/8 Boulevard No. 3316—Blue Kid a 
o. 4316—Brown Kid .. 3.25 
Heel .. . $3.00 No. 1316—\Vhite Kid ... 3.25 
No. 2216—Black Patent. 3.25 
No. 198 Last 20/8 Spanish 
Heel AAAA—5¥% to 10, AAA 
TERMS —5 to 10, AA—4 to 10, A— 
5%—30 Da 4 to 10, B—2 to 10. 
iit valk The TANGO PUMP is 
Less than 4 pairs covered with Letters 
assorted, 15c per Patent. 
pair extra. 











No. 1428—White 

: y ne, Crushed Kid, 

No. 1417—Whit t ’ > & Perforated and 

Cr us . Pang os ay Stitched, 17/8 

Perforated and Rs Boulevard 

Stitched, 19/8 wy, . ag Heel ...$3.00 
Boulevard . 

Heel . . .$3.00 





BRAUER BROS. SHOE. @. st. Louis, Mo. 
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- M. RYAN, manager of the 
shoe department in The Fashion, 
Columbus, Ohio, said: “We find 
that at least 25 per cent of the wo- 
men who visit our store require 
sensible shoes to secure the great- 
est comfort and satisfaction. This 
does not take in the approximately 
10 per cent who require real ortho- 
pedic shoes to correct or to allevi- 
ate some definite foot deformity or 
ailment. 

“But we find that the two classes 
of customers buying sensible shoes 
and those buying corrective or or- 
thopedic shoes are constantly 
changing. In other words, after the 
foot trouble which induced the cus- 
tomer to buy the sensible or ortho- 
pedic shoes is past or is alleviated, 
they want to go back to more styl- 
ish types. In many cases they have 
to be resold on the more sensible 
types of footwear, and that is a 
problem for our store. 

“While I believe that the promo- 
tion of some types of orthopedic 
shoes may be a racket with some 
stores, still I believe that there is 
a wide field for the honest retailer 
who learns all he can about foot 
troubles and honestly tries to fit his 
customers in the best type of shoes 
for the customer. In other words, a 
dealer can work up a good trade in 
orthopedic or sensible shoes if he 
devotes the time necessary to get a 
full knowledge of foot construction 
and ailments. 

“One has to be constantly on his 
toes to keep his customers sold, and 
if he is not careful they will start 
the wearing of high heels, narrow 
toes, etc., and he will have the job 
of again leading them into the prop- 
er types of shoes for the street and 
for sports wear.” 








By HARRY R. TERHUNE 


Field Editor, BOOT AND SHOE RECORDER 





Ad f hew-sey are ‘style shows and 

style shows,” says E. C. Bragg, 
buyer and manager for the women’s 
shoe department at Buffums’, large 
Long Beach department store, “but 
the kind of style show feature that 
really brings shoe sales directly to 
a shoe department is one where 
shoes form a real correlated part 
of an ensemble, several departments 
cooperating. 

“The women attending a style 
show must get a complete picture of 
how they would look, not merely 
with those particular shoes on, but 
how they would look with those 
shoes on as a part of an outfit. 

“We have found the best results 
from style shows put on at women’s 
club events and especially at 
noon luncheons. The women then 
have time to observe and the light 
is always better. At evening af- 
fairs, usually the women have other 
dates, or other program features 
crowd for time.” 





STUDY TALKING POINTS 


es ary get weary of the same 
old sales talk—they want to 
hear new things," declares H. E. 
Saunders of the Florsheim Shoe 
Company, Salt Lake City. “One of 
the first instructions to salesmen 
should be ‘Study each new shoe that 
comes in for new talking points.’ 

"For instance, one of our newest 
offerings is the flare-edge shoe. By 
means of a large cut-out we drew at- 
tention to it. Arrows pointed out 
each feature. 
from these connected with the ac- 
tual points in regular shoes. Local 
newspaper advertisements tied in 
with the window display. 


——————— 
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“In introducing our Spring mer- 
chandise this year we put on three 
style shows, all at club luncheons. 
At two of these we used a runway 
and at the other the girls moved 
around among the tables. The last 
method has decided advantages, for 
the girls get more attention and the 
shoes closer inspection. There is 
also something more natural and 
Jess affected about this method. 

“One woman, a casual customer 
of ours previously and always a 
customer for shoes in the medium- 
price field, came in following a 
style show and purchased $54 
worth of shoes to match ensembles 
that she had at home. She got the 
first real picture of shoes matching 
costumes perfectly at that style 
show. She was but one of many 
who are now buying shoes more in- 
telligently as the result of style 
shows put on by a group of depart- 
ments in the store working together 
for real ensemble effects.” 


Ori 


\Y/BEN a woman opens an ac- 
count with the B. Rich’s Sons 
shoe store in Washington, D. C., the 
information gleaned at the time of 
the opening the account is made 
the basis of a letter going to the 
husband. In opening an account, 
the store is told the business ad- 
dress of the husband. The follow- 
ing letter goes to him at the busi- 
ness address: 

“We are pleased to note that a charg: 
account at this store has lately been 
opened for Mrs. Blank. 

“May we take this opportunity to sug 
gest that this account should also be 0} 
advantage to you in supplying your per 
sonal needs. 

“We are exclusive agents in Washing 
ton for Nettleton shoes for men and we 
feel sure that we can take care of your 
footwear needs. 










et ean we ee 











































1934 : pOOT AND SHOE RECORDER, May 19, 1934 


DE Scholls 


AUTOMATIC SHOE SIZER 

now obtainable at 

REDUCED 
PRICES 


BOTH SIZE AND WIDTH 


INSTANTLY APPEAR ON 
- © THE DIAL- automatically 


2 machines $7.50 each 
need 4 machines 
5 a 6 machines.......... 6.75 each 
im- 12 machines.......... 6.50 each 
a 
4 
les 
the 
ing 
yle 
ny 
in- 
yle 
irt- 
er ALWAYS THE 
SAME MECHANICAL 
PRECISION 
aC- 
ns 
he d 
o >| WHY YOU SHOULD HAVE THIS MACHINE 
< It leaves a very good impression with the customer . . . serves as a double 
e check on scientific and accurate shoe fitting . . . thus reducing 
at, complaints and building business at the same time. See How It Wor ks 
d- There is no machine like this on the market today. This is not a piece of The customer places her foot on 
w- sheet metal with sliding gauges, rules, and notches that soon wear out. It the —s reel ne. — 
si- is a durably constructed, though small and portable machine — exceedingly haha hotieeee yr gee gene 
simple to operate. It registers all sizes from 2AAA to 13EE. front of the foot. Instantly, with 
” It was offered last year at $12.00, exclusively to Dr. Scholl dealers. this one automatic movement, there 
en —— = 1 fp ge correct 
t the customer’s 
: EVERY SHOE MERCHANT CAN NOW BUY ONE, TWO, THREE, aco 
o} SIX, OR AS MANY AS HE NEEDS IN HIS STORE a same, clock-like pre- 
2 cision. instructions accompany 
‘i Because we have now absorbed the initial cost of dies and manufacturing each machine. Made of case- 
- equipment, the prices have been reduced as per the above schedule. If hardened steel and there are no 
Al you want to test one machine first—send us your order and it will be pa to < a - order. Worth 
- billed at $8.00. Address nearest office, THE SCHOLL MFG. CO., INC., \sidtaieian iii alia 
213 W. Schiller St., Chicago, or 62 W. 14th St., New York. 


a : PER 
~ —_— § SINGLE 
« yh O- MACHINE 
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“We hope to have the opportunity of 
serving you soon.” 


This letter also has the effect of 
informing the husband that an ac- 
count has been opened. 

When a man opens an account 
and it is found that he has a wife 
and children, also that he is willing 
that they should use the account, a 
letter similar in tone is sent to the 
wife. 

ort 


ght emaceabi my record?” is the 
question asked by 90 per 
cent of the customers at the Walk- 
Over Shoe Store for men in Chi- 
cago, according to W. i. McCaffrey, 
department manager. They want 
to see that record before they are 
willing to talk shoes at all, he says. 
It makes them feel chesty in about 
the same way that a genealogy set 
ups a blue-blood. It is this yen for 
their records that is helping Walk- 
Over’s to sell the extra pair of 
shoes. 

Talking over the record in a 
friendly way loosens up the custom- 
er and makes him feel chummy and 
in a buying mood. It works some- 
thing like this: 

“You bought two pair of shoes 
last year about this time,” says 
Salesman A, pointing to the record. 
“Got lots of good out of them, 
didn’t you? Why not take a pair 
of browns along with your blacks? 
You'll be all ready for Spring, and 
it will save you a lot of time and 
energy to take them both today in- 
stead of having to come back in a 
week or two.” 

Or: “You’ve worn this last for 
the past three seasons,” says Sales- 
man B; “you know it fits you. 
Brown shoes are going to be good 
this Spring with the tweed and 
brown mixtures. Let me show you 
one of our new browns in your 
last.” He points proudly to the rec- 
ord to show how well this particu- 
lar last has done its job. The rec- 
ord is the tie that binds. 


oft 


pirate per cent of the 
women who go into the Flor- 
sheim Store for Women in Chicago 
for one pair of shoes become 
double-headers before they leave, 
according to W. B. Palacio, man- 
ager of the store. This doesn’t 
mean that they always buy a sec- 
ond pair of shoes, but that a sec- 


BOOT AND 





ond sale of something is made, even 
if it’s only a pair of shoe laces or a 
repair job. 

“The first pair of shoes is mere- 
ly service,” says Mr. Palacio. “It 
takes salesmanship to sell the rest 
of the order.” 

Many items offer the salesman a 
chance for a double sale besides the 
extra pair of shoes. Bags, hosiery, 











SALES SPURT IN NEW 
DEPARTMENT 





“H. E. Bacon Co., of Evansville, Ind., re- 
modeled its shoe department, and R. M. 


Smith tells me it paid, too. Since the 
work has been completed business has in- 
creased steadily, so that now it requires 
six men on the floor as well as a cashier 
at the wrapping desk to care for the trade. 

"We find that our customers are now 
more than willing for the opportunity to 
purchase better shoes than we carried 
during 1931 and 1932," says Mr. Smith. 
“Our stocks at present are approximately 
90 per cent whites, and we find that we 
still have a larger demand for rough 
leathers in white than in the smooth, and 
also that the three-eyelet tie oxford proves 
to be the outstanding seller. We find that 
this three-eyelet tie oxford is especially 
in demand in an all-leather heel. 

"Since we have rebuilt our Shoe Depart- 
ment in a modernistic design, we are 
carrying this out in our advertising, also 
in our window display. Further, to pro- 
mote a cool atmosphere throughout the 
department, we are covering all chairs 
with a light, Summery cretonne, which 
will blend nicely with our color scheme in 
the department. 

"A little psychology in selling, which 
might interest you, is this: At the close of 
each sale, the salesman presents his cus- 
tomer with a personal card, asking that he 
be given the opportunity of serving her 
again when next in the market for shoes. 
We find that this little personal touch has 
increased our re-sale business. 








shoe-trees, shoe-cream, laces and re- 
pair jobs all give him a chance to 
display his initiative and ingenuity. 
Besides, it takes tact, says Mr. Pa- 
lacio. Just opening up a battery 
on a customer of accessory, persua- 
sion, unless mixed with discrimina- 
tion is apt to make her wonder if 
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the store fixtures will be the next 
bid on her purse-strings. “ 

“Part of our success with the’95 
per cent,” said Mr. Palacio, “is, I 
believe, in the diplomacy with 
which we try to approach the cus- 
tomer. We never even suggest the 
second pair of shoes or a bag un- 
til the first deal is entirely closed: 
To offer these sooner would be to 
divert her thought from the deci- 
sion which is of prime importance 
and would only confuse her.” 

“If this happens, the bottom may 
fall out of the whole transaction, 
and a sure-enough nibble may de- 
cide to think it all over until an- 
other day. After the decision is 
made either for or against the extra 
pair of shoes or the bag, the sales- 
man then, and not till then, sug- 
gests hosiery and asks her to step 
up to the counter to take a look at 
the new line just in. The rest of 
this transaction is then up to the 
girl at the hosiery counter. He still 
has left shoe-trees and cream, but 
before he tackles her on these side- 
lines a tactful apology is in order 
for suggesting so many items, the 
clerk assuring her that ‘We don’t 
want to be offensive or seem ag- 
gressive. We only want to be of 
real service.’ A shoe-tree is a neces- 
sity in keeping quality shoes in 
first-class shape, and sooner or later 
she will want cream. If she takes 
it now it will save her time and 
bother later.” 


OP; 


a B. SOLOMON, buyer for Auer- 
* bach’s shoe department in Salt 
Lake City, successfully calls atten- 
tion to 25 distinctive styles of wo- 
men’s shoes by using a semi-circu- 
lar stage of black about 18 inches 
high, on which are placed various 
styles and colors of shoes, some of 
which set directly on the stage, 
while others are arranged on shoe 
equipment fixtures. The stage was 
placed near the center of the de- 
partment, where it attracted much 
notice. 
ort 


OLORED labels tell the clerks 
in the shoe departments of a 
Sears-Roebuck and Co. store in Den- 
ver exactly what kind of a shoe is 
contained in every stock box. 
A green label indicates an elk 
shoe; bright red, a black, high 
shoe; pink, a black oxford, etc. 
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L, New Popular Prices — in the face of New Lasts and Patterns — which have 
- present price trends, come as a surprise been approved only after rigid analy- 
4 = OE OE CERI sis by men who know the scientific re- 
‘ on ey quirements necessary to protect and 
: of Pied Piper Shoes. Increased and promote the foot health of growing 
y modernized manufacturing facilities; a children, will share the popularity of 
: merger of executive direction and the outstanding Pied Piper lasts which 
aoe etasti shen titan aaa have, over a period of years, won re- 
p sie ying po ndwn because of their exceptionally 
t price range possible. fine fitting qualities. 
' As always, however, Pied Piper de- Pied Piper shoes always allow full free- 
i pendability is still uppermost in the om i i fit aa ao rey Aen 
| = a ae eot and ankle, provide perfect bal- 
t minds oe Pied Piper shoemakers. The ance and posture, and fit as though 
4 World’s Greatest Health Shoes Will specially designed and custom-built for 
r Become Even Greater. the individual foot. 
e 
' , 
, ae al £3. KN 
1 
r New Cartons — also mark a change in New in Stock—plans call for the stock- 
S Pied Piper merchandising. Nowadays ing of more styles, and a greater range 
1 proper packaging is a competitive sell- of sizes and widths in each style. Car- 





































ing factor of tremendous importance 
and value. 


The new Pied Piper carton was design- 
ed to appeal to the minds of the chil- 
dren. It will serve as a toy and a keep- 
sake. You yourself will be anxious to 
see it. 


WC \ 
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New Styles — designed to appeal to 
children and please mothers, will be a 
merchandising feature of the new Pied 
Piper line. However, bread and butter 
staples will always remain the back- 
bone of the line. YOU’LL LEAD IF 
YOU FOLLOW THE PIED PIPER. 
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ried from the beginning to the end of 
each season, merchants can feel sure 
that their favorite in stock patterns 
will always be ready for immediate 
shipment. 


It is our plan to ship all “At Once” 
orders the same day they are received. 
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New Merchandising Plans—will make 
the Pied Piper franchise an even more 
valuable one than it has been in the 
past. Carefully directed but aggressive 
selling policies will provide a Pied 
Piper dealer with everything he needs 
to conquer sales resistance. 





PIED PIPER SHOE CO. 


WAUSAU, WISCONSIN 


Associated with HUTH & JAMES SHOE COMPANY, Milwaukee, Wis. 


Successors, to MARATHO)M SHOE COMPANY, Wausau, Wis. 





When writing advertisers please mention Boot and Shoe Recorder 
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EASIER SAID 
THAN DONE 


[CONTINUED FROM PAGE 19] 


ness men learn to realize that a busi- 
ness is a slave to better living and com- 
fort and not a memorial to any one per- 
son? 

Another store discovered its plan of 
merchandising shoes at $3.98 top retail 
and down was not what its customers 
wanted. Its discovery resulted in an 
analysis of the shoe trade of the city 
and in finding out that their own shoe 
customers were undersold and were dis- 
satisfied. A $6 retail line was tried 
and, to their surprise, it was one of the 
best repeaters and turnover lines in 
that store. The entire store has been 
gradually graded up, with the result 
that, while unit sales are not higher 
(the pairs are about the same), the 
dollar sales average $1 a sales slip 
higher than during the same period a 
year ago. This store, if it was doing 
$50,000 a year, will do $50,000 this 
year, with not a particle of added ex- 
pense excepting a slightly higher car- 
rying charge and an added net profit 
of about $3,500 a year increase. Not 
hard to take, is it? 


Perils in Premiums 


Many stores are sucked into over- 
buying because of premium offers. We 
ran into a number of them. One store 
in the suburbs of one of our larger 
cities was so located that a nationally 
advertised line of shoes felt it would 
be the store for them to place their 
shoes. This store was located almost 
directly across from the entrance to 
the suburban terminal. This manufac- 
turer offered to furnish a sign so large, 
on such a small initial order, that the 
merchant felt he could not refuse the 
offer. Here is how it has turned out: 
The sign, originally costing about $1,- 
500, cost the merchant $150 to erect. 
For a few seasons he did fairly well 
and his stock showed a profit. The 
shoe manufacturer felt this merchant 
should buy more shoes. The salesman 
was asked by the sales manager to de- 
mand more business of this store, which 
he did. 

The store, at the time of the arrival 
of the Spring order, had in its shelves 
about 300 pairs of these nationally ad- 
vertised shoes, plus a Spring order of 
1100 pairs, totaling about 1400 pairs. 
The store, in the past two years, has 
sold about 500 pairs a year, so he has 
a 1/3 times turnover a year. The mer- 
chant became peeved, feeling the sales- 
man had loaded him unnecessarily, and 
that the sign was doing the manufac- 
turer more good than he was feeling 
from all this publicity. So he notified 
the manufacturer to take his shoes 
back, or the merchant would pay for 
them as he sold them until such time 
as he had built his stock back- to 300 





pairs. The controversy was still going 
on when the writer left. This merchant 
admitted he was ruining his own busi- 
ness and stretching his credit, of which 
he had been very proud up to now, 
by this offer of free publicity that 
looked so generous to him when of- 
fered. 

In another store the merchant had a 
line of men’s shoes that showed him 
from six to seven times a year turn- 
over in pairs for several seasons. He 
allowed some salesman to talk him into 
the idea that, because of the location of 
the factory of this line of shoes, he 
(the merchant) was wasting his money 
on freight and express because other 
competitive lines of shoes were right 
at the merchant’s back door and the 
cartage would be almost nil. The sales- 
man sold the merchant the line. The 
merchant has not had one full turnover 
in pairs in his first six months of han- 
dling this new line. Why? His sales- 
men are NOT sold on the new line. 
They were sold, hook, line and sinker, 
on the former line. It’s like moving 
into a new house—one bangs his shins 
till he is used to getting around. 

This brings back the question: “What 
shall I do to make my business safe, 
having in mind a shoe business of $50,- 
000 a year or less?” 


Helps for the Home Town Store 


There are more things in your favor 
than against you. 

Your citizens are for your home- 
owned store. Why? Because you pay 
taxes, take part in civic matters and 
keep your money home. Your Cham- 
ber of Commerce is for your home- 
owned store. Why? Because you will 
support its projects, you will work on 
committees on civic needs. Your bank 
is for your home-owned store. Why? 
Because you will do business with it 
locally and keep your deposits there, 
not drawing out daily or weekly to a 
central parent bank in another city. 
Your own personal supervision will con- 
tribute a service to your own pur- 
chasers that no chain-owned manager 
can give locally. Your own watchful 
buying will bring to your local trade 
what they want. 

A shoe chain has not advantages that 
are serious to you, provided you map 
out exactly what YOU, yourself can do. 

The writer spent almost 20 years as 
an executive of shoe chain stores. The 
weakest link in shoe chain stores is the 
human weakness of hired help. A crew 
of supervisors checking each unit con- 
tinuously adds so much overhead ex- 
pense to the cost of doing business that 
the advantage of volume buying is more 
than eliminated. 

If you will look up the figures of 
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costs of shoe store operations of the 
National Shoe Retailers’ Association, or 
the Harvard University Graduate 
School of Business Admisistration 
(both are very near to each other), you 
will find that shoe stores under $75,000 
a year business volume can do business 
about 5 per cent less expense than the 
stores in the higher brackets or chain 
shoe stores. 


A Six Point Profit Program 


So, as a conclusive recommendation 
to you as an independent shoe mer- 
chant, put your business in order today 
and: 

1. Go on a discount bill-paying basis. 
Big stores will even take % of 1 per 
cent anticipation plus the regular dis- 
count, rather than take an extra 3 
days’ dating. You can’t make money 
and miss discounts. 

2. Check up on the best manufac- 
turers to buy from and stick to them. 

3. Buy as few makes of shoes as pos- 
sible and no two lines that are conflict- 
ing in any price range. 

4. Stick to your business every hour 
of each business day and let your cus- 
tomers see that you are on the job. It 
makes better sales efficiency. 

5. Don’t allow any dead capital to 
loaf on your shelves in the form of old 
shoes. Get them out if you have to 
throw them in the city dump. 

6. Keep enough stock records so you 
can tell what lines are making you 
money. For some unexplained reason, 
there are lines of shoes that are free 
sellers. They move out and repeat. 
Other lines of shoes are “loafers”— 
dead on your shelf from the start. 
Don’t wait for them to move. MOVE 
"EM. Be a sport, acknowledge your 
mistake in buying and take your loss, 
now. 

These are the important lessons 
taught me by my trip, covering 50 
stores in 12 States. 


‘“Newsreel” Baby Shoe Ads 


Los ANGELES, CALA ‘“Newsreel” 
type of advertisement used in local 
daily newspapers by the May Company 
store here stressing children’s shoes 
(along with other items of children’s 
wear) is proving effective. 

Actual pictures of attractive kiddies 
are taken in the department and a long 
vertical row of these pieced together 
and decorated to resemble a newsreel 
occupies two whole newspaper columns 
in the Sunday edition. The reader 
reads from the top to bottom. 


Virginia Shoe School 


RICHMOND, VA.—A; school for train- 
ing workers for the shoe factory which 
is to open at Farmville, Va., will soon 
be started by the town authorities. 

The machinery for the factory has 
arrived in Farmville and preparation 
for the factory building has been under 
way for several days. The plant is ex- 
pected to employ around 200 persons. 
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i iin “BENCH BRAND’ 
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) you 
pig There will always be money in men’s shoes which are sold 
free right. A shoe which is only a variety of many, will generally 
a : sell on price. A shoe that has an essential, branded feature - 
+s Ma of construction, although a variety of many, will sell more 
your — on preference than price. The latter capitalizes the univer- 
wae : sal respect for known values. Why not adopt a sound, 
- q branded feature of —— which will protect all the 
’ business it builds up ‘s " 
KISTLER BENCH BRAND 
SOLE LEATHER 
wall is a product you can use to create business among a large 
on y part of 120,000,000 people. It supplies a reason for the widest 
ren’s | possible market acceptance of dress, street, sport and heavy- 
dies : duty shoes, in a favorable price range. Shoes bottomed with 
long — this leather are less affected by competition for “The Finest 
ood | American Tannage” provides an element of construction as 
ad tag) a fm different as it is desirable. Don’t pay the penalty of poor sole 


leather. 


Write us for the names of shoe manufacturers making shoes that 
carry KISTLER “BENCH BRAND” LEATHER SOLES.. 
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You Repeat Your Profits with 


“America’s Finest Comfort 


Shoes” 





















































RIGHT AND LEFT 
EXTRA FINE QUALITY Guaer beth. eg 
PIG LEATHER INSOLE 
“ 
SPECIAL CONSTRUCTED 
onsen NOt 90m GENUIE PIG LEATHER 
IN HIGHGR ADE COUNTER 
FOOTWEAR 
SCIENTIFIC SEWED 
HEEL SEAT 
HONEYCOMB, VENTILATED NEW SPRING 100% NAI-LESS HEEL 
SPONGE RUBBER THAT ‘AR 
'ASSURES COMPLETE natant tak om _— ELASTICITY SEAT, NO NAKS TO 
VENTILATION ‘CIRCULATION lO EVERY STEP 


























FEATURE SHOES 


of the right kind will show you a con- 
stant profit because they 


REPEAT 


The famous Rohn ''Nu-Matics” are virtu- 
ally non-competitive to any shoes you 
have ever sold. The Cushion and Nail- 
less features are exclusive, patented, and 
scientifically designed for maximum com- 


fort. 


The soft, responsive “cushion” absorbs 
the shocks of pounding the pavements 
and brings soothing relief to tired, ach- 
ing feet. 


Our Dealers show the customer the cut 
open demonstration shoe and the sale 
is made. A person believes what he can 
see and feel. 


Write for Catalog of Men's and 


Women's shoes. 


ROHN SHOE MFG. CO. 


512 W. Florida St. 


VE 


Milwaukee, Wis. 






Mu Matic 


CUSHIONED SHOES 






| Fitting Army Shoes 
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By FRED A. GANNON 





more steps per day, according to common report, 

and, so doing, are putting on footwear, both stock- 
ings and shoes, of larger capacities, according to the 
shoemakers. And according to the tanners, all «of 
this means an increase in the demand for leather, f«: 
an inch added to the square area of each shoe total- 
up to many inches for the million of pairs of shoc- 
that are made daily. As the new saying has it, busi- 
ness is built up little by little, just as a picture puzzl: 
is arranged one little piece after another until it i; 
made whole. 

The reason is that increase in footsteps increase- 
the length and width of the feet, of this, a standar:| 
example is had from United States Army document-. 
And the army is most particular about footwear, «:; 
also it is about guns and equipment. A soldier wit). 
out good shoes hobbles like an automobile with | 
flat tire, and a flat of that sort never goes beyond the 
service station. 


Dinue are stepping along more briskly, and for 
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Shoes Fitted Larger 


When a recruit steps up to get his equipment from 
the quartermaster, he gets a pair of shoes at least two 
sizes larger than he has been wearing, and sometime-. 
four. That’s partly because the army is going to build 
up his feet and legs, so that he can march 12 or 14, «1 
16 or 18 miles a day, and be ready for another journey 
of the same dimensions the next, and the next, and the 
next. He gets built up feet first for his soldier|\ 
stride. 

Another reason for the larger shoes for the soldicr 
is that his civilian shoes are usually about two sizes 
shorter than they should be. Seven in ten recruils 
of a group that were outfitted at Fort Leavenworth 
had on their feet civilian shoes two sizes shorter than 
they should be, and of another group, outfitted at the 
same headquarters, eight in ten had on shoes at least 
two sizes too short. 


Deficient Feet Found 

As a consequence of trying to walk in these shovs 
too short, these recruits commonly had deficient fee'. 
ihe defects being twisted toes, bunions, joints and 
faHen arches. The toes of the short shoes, pressin: 
against the bones of the feet, force back the bones of 
the toes, and twist them, and make the joints swell-- 
either that, or they push back the bones of the arches 
so that they break up and then flatten down. 

It’s a puzzle to the army doctors why men persi:- 
tently wear shoes too short. One suggests that vanity 
may be a reason. Others say that most men ar’ 
ignorant of shoe sizes, and so being, aren’t as thoroug’ 
as they should be in getting their shoes fitted. 

Be these matters as they may, the army undertak«s 
to teach recruits to march, and the first step is to {| 
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them with shoes large enough to accommodate their 
feet, as they lengthen and widen through use of them. 


Careful About Correct Fit 


Often does the army try on two or three pairs before 
its officers believe that the recruit has the right shoes 
on his feet. There are some instances in which eight 
different shoes have been tried before, the officers ap- 
proved of the fit of the shoe to the foot. 

These army tests of the fit of shoes are no simple 
affairs like the trying on of one pair of shoes after 
auother in a store. The recruit, with a new pair of 
shoes on his feet, has to walk along while the officer 
looks on, to see if he strides right, and also to see if 
the ball of the shoe flexes with, or against, the ball 
joint of the foot. Maybe the recruit has to do a few 
miles of marching, and if he says that the shoes hurt 
his feet, he has to try another pair and march some 
more in them. 

Marching Is Final Test 

The tests are continued for one size after another 
until the proper shoe is had for length, width and fit 
at the ball joint. After enough drilling and march- 
ing to set the recruit up on his feet in soldierly posture, 
the fit of the shoes is tested again. The army office is 
expected always to keep a watchful eye on the shoes 
of his men, the same as a factory superintendent ts 
expected to keep a watchful eye on the machinery and 
equipment. 

A usual effect of army drills and marches is to bring 
the recruit to his normal weight, which is often of more 
pounds than his civilian weight. He increases his 
chest measurements, reduces his waist line, and de- 
velops the muscles of his legs and feet. His flesh 
hardens, and being more solid, weighs more. As his 
feet have to carry more weight for greater service, they 
require larger shoes. 

The army has a way, interesting and practical, of get- 
ling an idea of the foot extension that will come to the 
recruit as he hardens up to be a soldier, and has to carry 
guns and equipment. The recruit, after putting on a 
pair of new shoes, picks up a couple of large water 
buckets, both full of water to the brim, and walks along 
carrying them, one in either hand. The weight spreads 
out his feet, and then he knows right off whether his 
new shoes hurt or not. 





Shows Socks on Tables 


CincINNATI, OH10O—O. McKenzie, buyer and manager 
of Dunlap Clothes Shop, says that white sox with 
multiple colored stripes are their best sellers. Slacks 
in plain shades of green and yellow are in great de- 
mand for sports. Bunny wool slacks in pastel shades 
are much in favor. 

In speaking of their sales methods in men’s hose 
McKenzie says that they have never found a better 
method than keeping their sox on aisle tables where 
customers may select the styles they like, have the pur- 
chase wrapped quickly and pass on about their affairs 
without any appreciable loss of time. 
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new store with the 


beauty of old New England 


on the floor! 







Attractive new store of the 
Florsheim Shoe Store Com- 
pany, just opened in the 
Empire State Building, 
Fifth Avenue, New York 
City. Note Mohawk Pil- 
grim Hooked Carpet 

on the floor. 


The sturdiness 
and long-wearing 
economy of all 
Mohawk carpeting is even more completely woven 
into this Pilgrim Hooked Carpet. 


HERE are different ways of decorating your shop interior to 

make them more attractive to your customers and to help 
sales. But one sure way is to select the carpet best suited in 
color, pattern, and style. 

Among the many Mohawk carpets available you will surely 
find one that will enhance the appearance of your store. Mohawk 
makes carpet in all the popular plain colors, as well as in richly 
figured patterns. In all the domestic weaves, too — Chenille, 
Wilton, Axminster, Velvet and Tapestry. The Mohawk Mills are 
the largest mills in America making floor coverings in all do- 
mestic weaves—in a very wide range of grades, colors, patterns 
and prices. 

Mohawk Carpets give you full return in wear for the reason- 
able amount of money you invest in them. Imported virgin wools 
... fast-color dyes .. . correct blending of wools .. . and the most 
expert weaving all insure long wear. 

Whether you are furnishing a new store or replacing a worn- 
out carpet, call in a Mohawk Carpet Specialist. Just get in touch 
with the nearest Mohawk Sales Office, or Mohawk Carpet Mills, 
Contract Carpet Department, 295 Fifth Avenue, New York City. 


Moh 


REGIONAL SALES OFFICES 






LS 


and (CARPETS 


ATLANTA CHICAGO DENVER DETROIT 
BOSTON DALLAS DES MOINES SEATTLE 
PHILADELPHIA LOS ANGELES SAN FRANCISCO — ST. LOUIS 


1934, Mohawk Carpet Mills, Inc. 
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“THE RAGE” 


IN-STOCK 


3813—WHITE KID 
3786—BLACK PATENT A-C 
3787—RED KID 
3789—PARCHMENT KID A-C 


‘1.90 


AA-C 
A-C 


B. FRIEDMAN SHOE CO. ING. 


109 READE ST. 


Est. 1880 


NEW YORK CITY 
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20 MORE STYLES IN STOCK 


LEVEY BROS. SHOE CO. 


144 DUANE ST. 
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At $1.50 


w 
Hy 

867—White kid one eyelet 
porthole pump. Pi 
868—Same in 16/8 heel. ry 
869—Same in opera pump, Ri 
20/8 heel. Ch 
870—Same in opera pump, w 


16/8 baby heel. 
ALL SHEEP LINED SHOES 


NEW YORK CITY 
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IN STOCK 


A Large Assortment of 
Beautiful and Latest Pat- 
terns in Diversified 


Leathers 


To Retail at *4 and 955 


See Our New Spring Models 
LAZARUS FRIED & SONS, INC. 


118-120 DUANE ST. 
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The Pedicharm Shoe 


FASHIONABLE—CORRECTIVE 
AAA-EEE 









No. 4640 


In White Kid and Black Kid 


NEW YORK CITY 
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* 


IN-STOCK xf 
POPULAR-PRICED FOOTWEAR 
FOR QUICK PROFITS. 





BUY NOW 
FOR YOUR SUMMER SELLING, 


IN THE 


NEW YORK MARKET 


* 


* 
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IN-STOCK 


Ne. 1026—All over white suede, 
black interlacing and strap, 19/8 


Lea. heel. 

No. 1025—With tan interlacing 
strap. 

No. 1024-—-With white kid inter- 


lacing and AA 


AA-C 


Write, Wire or Phone Orders. 


$2.65 
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WHITE IS RIGHT 


SAKS HAS ALL THE DESIRABLE 
STYLES 







We also specialize as congstese opera pumps, featuring ag! ro replaceable heel tops, 


in all feathers, including extra pair o' 


SAXON $2.35 


M. J. SAKS SHOE CORP. 


DEVON $2.10 


152 DUANE STREET 
NEW YORK CITY 
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Write! 
Wire! 
Phone! 








\ THE MONTE-CARLO 
S 


SANDAL 





PRICE $2.00 





7020—WHITE KID, HIGH HEEL 
7019—PATENT LEATHER, HIGH HEEL 


WIDTHS AA-A-B-C 


OPEN SHANK 





7016—WHITE PIG, CUBAN HEEL 
saat ail LEATHER, C 


wintHs. , B-C 


UBAN 


CLOSED SHANK 
SIZES 3-8 


"BLEECKER SHOE CO., !N¢c. 


“THE LIVE WIRE HOUSE” 


138-140 DUANE ST. 


NEW YORK CITY 
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HOW TO REACH THE NEW YORK SHOE MARKF! 


We hope you will 
consider thisacordial 
invitation to call on 
any of the market 
establishments. The 
market is very easily 
reached from any 
part of New York. 
From Times Square 
or Pennsylvania Sta- 
tion, take the Broad- 
way-Seventh Avenue 
I. R. T. express to 
Chambers Street. 
From Grand Central 
Station take the Lex- 
ington Avenue ex- 
press to Brooklyn 
Bridge. If you take 
the B. M. T. Subway, 
get off at City Hall 
Station. From 42nd 
Street and Eighth 
Avenue take the new 
Eighth Avenue Sub. 
way express to 
Chambers _ Street 
Station. The great 
wholesale shoe mar. 
ket is but a block 
or two from any of 
these stations. 
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MIAMI SANDAL 
IN-STOCK 


PATENT LEATHER — WHITE STITCHING AND 
PIPANG 
PIPING 


O—WHITE STITCHING AND 
SATIN—WHITE STITCHING AND PIPING 
rae Sete BLUE STITCHING 


PIPING 
PASTEL ‘BLUE DOESKIN—WHITE STITCHING 
AN 
PINK: DOESKIN—WHITE STITCHING AND PIP- 


2 DOESKIN—WHITE STITCHING AND PIPING f 
on NARY DOESKIN—WHITE STITCHING AN WHITE SHOES 


PING 4 » 
wniTe DOESKIN— WHITE STITCHING AND Gz, ; 1234—Childs, 8%-11............ $1.00 
OLD PIPING } TAP DANCE SHOES 1235—Misses, 11%-2........... $1.00 


HIGH AND CUBAN HEELS . aunts — Fave’. | beater 1236—Growing Girls—Flat Heel. 
WIG WW Fives. cence $1.35 Sizes 2%-6 $1.20 


PRICE $1.60 5% 10 DAYS 2302—Growing Girls—College Covered 1237—Growing Girls — College 
Bet, 38 & T....3 $1.45 Heel. Sizes 3-7......... $1.20 


J. WEISS SHOE CO., Inc. — Ktw'von civ} MORRIS SHOE CO., INC., “5°03nS CHT" 
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PROFIT FOLLOWS FASHION 


NATURE SAVES THE PRETTIEST 
STYLES SUMMER 


THIS THEME IS EVIDENT 
EVERY SEASON. 

STYLES IN DEMAND SELL WHEN 
THFY ARE CORRECTLY MADE. 
THE TENDENCY IS FOR POPULAR 
PRICED FOOTWEAR 


LION PRESENTS 
A WIDE SELECTION OF 
WHITES 
IN BUCK OR KID 


WITH LEATHER OR 
COVERED HEELS 


ComprpO MADE 


SANDALS 


BLUE KID 


WHITE kip 
GREY KID 
PATENT 
LEATHER 


oo Tw 
1.60 
“THE FRIENDLY HOUSE” 
2 
| LION SHOE CO., Inc. in aa" 
unis ey EPC. New york city 
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Play Important Part 
In Selling Shoes 


These smart, clean-cut, light 
weight, reinforced toe, 
long-wearing soles, contrib- 
ute in large measure to the 
sale and ultimate satisfac- 
tion of many lines of shoes. 
Many alert manufacturers, 
who appreciate Panco’s 
many advantages, supply 
them—many informed re- 
tailers specify them. They 
cost no more than ordinary 


soles. 


ANCO 
SUEDE 


MADE WITH OR WITHOUT 


ANC): PANTHER PANCO CO. ees ae 


SUEDE CHELSEA, MASS. 


MADE WITH OR WITHOUT 
TRADE MARK 
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What's Doing In the Shoe World 


SATURDAY, MAY 
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Examining American Girl's Increasingly 
Perfect Pedal Extremity 


Hollywood, Calif.—To prove that the feminine foot is improving in this athletic 
age, noted orthopedic specialists conducted a series of tryouts in search of the 
increasingly perfect specimen. Dr. John Martin Hiss and his assistant are shown 
using special instruments to measure perfect proportions and bone structure of 
the feet of Hollywood beauties. Dr. Hiss declares the time will come when the 
American girl will take as good care of her feet as she now does of her hands. 





“Flats” Publicity Effective 


CuicaGo, ILL.—Continued publicity 
in the papers on the subject of the 
much-talked-of “flats” is breaking 
down the sales resistance of the more 
conservative women, according to re- 
ports at O’Connor and Goldberg’s. A 
certain class of buyers always snaps 
every new thing up the minute it shows 
its head around the corner—so with the 
flat shoes. A large class of women 
steps along more gingerly when any- 
thing so radically new is presented. 
These are beginning to nibble, and the 
prediction is that flats will be much 
seen on the streets as soon as warm 
weather is here for sure. Many short 
socks will be worn with these, it is said 
here. 





Cheyenne Cooperative 
Advertising 


CHEYENNE, Wyo.— Leading shoe 
stores here have been participating in 
a series of unusual mid-week merchan- 
dising drives conducted by the local 
newspaper. Every Tuesday evening 
the paper runs a double-page adver- 
tising spread entitled “Wednesday 
Eve-Opening Bargains.” The head- 
lines are illustrated by striking photo- 
graphs of the eyes of different people, 
as are also many of the advertise- 
ments. The section includes advertis- 
ing in many retail lines. In connec- 
tion with the campaign, $15 is offered 
weekly in prizes to the winners of a 
cooperative contest. 





Shoes in Varnish Display 


DENVER, CoLo.—Shoes were used 
here recently in an unusual paint store 
window featuring a varnish said to be 
exceptionally resistant to wear from 
being walked on. A showcard read: 
“90,000 steps daily are pounding at 
the finish of your floors.” The back- 
ground was a piece of wallboard with 
footprints painted on it. Below one 
pair of prints appeared, “His Shoes,” 
below another, “Her Shoes,” and be- 
low a group of small prints, “Their 
Shoes.” On the floor beneath this were 
displayed men’s, women’s and chil- 
dren’s shoes to fit the prints. From 
the shoe man’s standpoint, the only 
trouble with the display was the fact 
that considerably worn shoes were 
used. 


DATES TO REMEMBER 


Sport Shoe Week May 22-29 
Memorial Day May 30 
(All states and possessions except Ala., 
Ark., Fla., Ga., La., Miss., N. C., and 

S. C 


Semi-Annual Shoe Fair and Style Show 

—Biltmore Hotel, Los Angeles, Cal., 
June 4, 5, 6 

California Shoe Retailers’ Convention—St. 

Francis Hotel, San Francisco, Cal., 

June tl, 12, 

Pacific Northwest Shoe Retailers’ Conven- 

tion—Olympic Hotel, Seattle, Wash., 

June 18, 19, 

Boston Shoe Fair, Hotel Statler, Boston, 

July 9, 10 

New York State Shoe Retailers’ Annual 

Convention, Hotel Statler, Buffalo, 

Sept. 9, 10, 

National Industrial Stores Association 

Annual Convention, Wm. Penn Hotel, 
Pittsburgh, Pa. Sept. 10, 11, 12 

National Shoe Retailers Association An- 

nual Convention (city to be announced 
later) Jan. 6, 7, 8, 9, 1935 

National Seasonal Opening, National 

Boot and Shoe Manufacturer's Asso- 
ciation, St. Louis, Mo. ....Jan. 7, 8, 9, 1935 

Middle Atlantic Shoe Retailers Associa- 

tion (city to be announced later), 

Jan. 21, 22, 23 

Michigan Retail Shoe Merchants An- 

nual Convention, Hotel Pantlind, Grand 
Rapids ............Jan. 20, 21, 22, 1935 
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FITZ-ON SALES CORPORATION 
356 Franklin Street 


by specifying 


FITZ-ON 


removable 


© TOP-LIFTS 


Fitz-ONn tops are wanted by every woman 
who sees them. 


They are entirely practical, and longer wearing 
than most other tops. 


They are available on shoes carrying any style 
of Cuban or Louis wood heels. 


Fitz-On top refills are not sold by cobblers — 
women can get them only from stores selling 
Fitz-On equipped shoes. 


The first retailers to sell shoes with Fitz-On tops 
in each city are reaping a tremendous sales 
advantage. 


Your shoe manufacturer can supply them upon 
demand at less extra cost than the profit on one 
sale of refills—the average is nearly three such 
sales for each pair of shoes. 





FRED W. MEARS HEEL CO. ‘nec. 


140 Federal Street 


WORCESTER so sassacHusetts BOSTON 
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Condon Promotes Successful Child Health Week 


HY 
‘ 





Condon Window showing half page newspaper ad in the Child Health Week promotion. 


CHARLESTON, S. C.—Following a 
proclamation by Governor I. C. Black- 
wood designating May 1 as Child 
Health Day, the result in this city was 
CHILD HEALTH WEEK. The James 
F. Condon & Sons department store did 
an outstanding promotion job. 

A half page shoe ad, in which six 
shoe factories cooperated, was used as 
the opening shot. This was backed up 
by some most interesting windows, as 
shown above. 

In commenting on this promotion, 
Matthew A. Condon, who heads the 
shoe department said, “Our Juvenile 


Ready-to-Wear Department also joined 
in this movement. The movement was 
city wide with advertisements of the 
Electric Refrigerator, Ice Co., the best 
dairy on milk for children’s health, and 
even one of the bathroom fixture com- 
panies featured “Her Majesty—The 
American Child” in a display ad. 

“The results were quite satisfactory. 
The two young ladies in charge of our 
main juvenile shoe department were 
very busy and happy. 

“Also to date, we have a 30 per cent 
gain in our better grade juvenile shoes, 
which is very gratifying.” 





Whats 
Selling 


Men's Shoes Make Gain 


AMARILLO, TEX.—Alex Cannon, head 
of the shoe department of Blackburn 
Brothers, Clothiers, largest retail men’s 
clothing store between Fort Worth, 
Tex., and Denver, Colo., reports shoe 
sales up from 15 to 20 per cent over 
any period of 1933. For the first time 
in Blackburn Brothers’ history, whites 
are leading all shoes in early demand, 
with tan combinations crowding close 
behind. 


Active White Selling 


CINCINNATI, OHIO—This is to be an- 
other white shoe season in Cincinnati, 
according to shoe merchants, who re- 
port an extremely large business al- 
ready in white buck, linen, pique, kid 
and suede. Cold weather has affected 
business the past month, but with the 
coming of the warm days of the past 
week all stores have experienced a per- 
fect flood of calls for white shoes. In 
the first day of their May sale, F. H. 
Rasmussen, manager of the H. and S. 
Pogue Company’s better shoes depart- 
ment, reports that 735 pairs of white 
shoes were sold at prices ranging from 











$8.75 to $11.85. Most women custom- 
ers seem to prefer an all-white shoe 
for general wear to one with color com- 
binations, while white with brown or 
black combination is more popular with 
men. There is a big demand for white 
and also colored sandals, and the cock- 
tail sandal in white with delicate color 
combinations to suit any frock is a fa- 
vorite. 


Original Shoe at Foster's 


CuHIcaGo, ILL. — Fleet-O-Foot is the 
dramatically suggestive name chosen by 
F, E. Foster and Company for their 
new 1934 super-model. This shoe is 
unique both in design and construction. 
It is a high oxford type with elastic 
gore and a bit of elastic in the strap 
designed to give the shoe a perfect fit. 
Publicity draws attention to the fact 
that it is a new style “expressive of the 
grace and beauty of the streamline.” It 
goes on to say that; “From the beauti- 
ful fleet-footed Atalanta of the Grecian 
mythology comes the name of the new 
Foster original.” 

Fleet-O-Foot will be importantly ad- 
vertised both in newspapers and in 
magazines. Even before this publicity 
campaign has started it is already go- 
ing over like hot cakes with patrons 
who see it in the store, according to 
Carl Burgstahler. 
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Fast Selling 


They add the finishing touch to the young 
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HOT Whatwen 


Z 


hot weather shoes. 





womans summer ensem 


ble, for street, for vacation, or her trig 


port shoes. 


The smartest styles in young women's s 


# 753—All 


White Crushed Calf, Leather Sole. 





to the World's Fair, where foot comfort is a prime essential. 


12/8 Leather heel and Top 5/9 AAA-AA;: 4/9 A-B 


With every pair of white shoes sell two or more pairs of different 


$9.85 
Catalog 





In Stock, both staple and high colors 


colored tongues. 


line 


ou“ 


showing 


"’ Smoothies 


complete 


sent on request 


Central Terminal Bldg: ST. ROU MISSOURI 


THE JUVENILE SHOE CORPORATION OF AMERICA 
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NAIDORPEDIC 





A New Combination of 


SCIENTIFIC COMFORT 
QUALITY and BEAUTY 


@ You will find Naidorpedics 
an ideal line of comfort footwear 
embodying five of the most 
powerful retail selling features. 


ok 


A Duo-padded Sole and Inner- 
cushioned Heel—to absorb the 
consistent shock inflicted upon 
the metatarsals and Calcan- 


eum. 
* 


Stitched - in Leather Innersole 
(stitches invisible) | which 
eliminates the ill use of cement 
and prevents the usual wrink- 
ling or rolling of the sock 
lining. - 


Specially Constructed Counter 
by Spaulding Fibre Company 
to support all of the medial 


aspect. 
* 


A Steel Supported Fibre Shank 

conformed to the arch per- 

fectly. 

. 

@ The quality of Naidorpedics 
alone warrants a retail selling 
price ranging from 3 to 4 dollars. 
Yet Neo Ped Incorporated offers 
you this line at a cost which allows 
a substantial mark-up to approx- 
imately $3.50. This line is made in 
red, blue and black kid with a kid 
lining. 
@ Your request for samples will 
receive prompt attention. 


NEO PED 
INCORPORATED 
Dep’t B 
Harborside Term., Unit 1 


JERSEY CITY, N. J. 
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HAROLD K. PHIFER 


New York, N. Y.—According to an 
announcement made on May 10 by L. 
A. Shoen, president of the Wise Shoe 
Company, Harold K. Phifer, formerly 
general manager of the Beck Hazzard 
Shoe Company, has been appointed 
buyer for the Wise Shoe Company, New 
York, 

Mr. Phifer will be in charge of all 
buying for the 30 stores in the Wise 
chain. 


Tippings at Bullock's 


HUNTINGTON PARK, CAL.—Homer Tip- 
pings, who, for a couple of years, has 
been manager of the Economy Shoe 
Store here, has gone to Bullock’s down- 
town department store in Los Angeles 
to take charge of a special department 
of corrective merchandise. He is suc- 
ceeded here by R. Ridenour, brother-in- 
law of the owner, V. A. Eimers. Mr. 
Eimers also has stores at Anaheim and 


Fullerton. 


R. Sullivan Resigns 


KANSAS CiTy, Mo.—R. Sullivan, for 
several years buyer and head of the 
shoe department at the George B. Peck 
Dry Goods Company, has resigned. 
Phrem F.. Leeman, of the department, is 
in charge temporarily. Mr. Sullivan has 
not announced his future plans. 





Installs Air Conditioning System 


BALTIMORE, Mp.—In keeping with 
their policy to provide every service, 
comfort and convenience for their cus- 
tomers, N. Hess’ Sons, 8 East Balti- 
more Street, have installed a complete 
air-conditioning system and made a 
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number of other improvements. The 
new system has just been put into 
operation and has been installed to take 
care of all four of the selling floors o/ 
the concern. 

Two units have been used to take 
care of, the air-conditioning require- 
ments. One of these supplies the base- 
ment and first floor and the other th 
second and third floors. 

Among the other improvements 
which have been made at the store is 
a complete rearrangement and modern- 
ization of the basement, which is being 
used exclusively as a sports shop for 
men. It has been refurnished through- 
out and every detail installed for the 
comfort of the customers. . The depart- 
ment also is a decidedly attractive one 
and has been arranged with great care. 

The Hess store is in the heart of the 
downtown section of Baltimore and i: 
one of the best known establishment: 
of its kind in this section of the country 


F. & C. Add New Line 


CHICAGO, ILL.—The original patented 
Jai-Alai has been put in the Feltman 
and Curme stores, according to H. J. 
Schneider, and will be strongly featured 
this Summer. It looks as if Jai-Alai is 
going to do big business this Summer. 
says Mr. Schneider. It is also being 
shown in women’s shoes. Lots and lots 
of all-whites will be sold and also lots 
and lots of punches in white, brown. 
black and in brown and white combina- 
tions. These ventilated shoes which 
“air-condition” the feet, are increasing 
in popularity by leaps and bounds. 








Suede Sandals Popular 


CHICAGO, ILL.—At Wolock and Bau- 
er’s, suede sandals in pastel shades are 
big sellers right now. They come in 
many interesting combinations of col- 
ors: blue and gray, yellow and blue, red 
and yellow, yellow, green and gray, blue 
and apricot, and in almost any wanted 
partnership. These have T-straps. 
high heels and elaborate cut-out designs 
which show off the combination colors 
to the best advantage. Bags are to 
match. 

At $18.50 these feminine bits make 
nice little extras before the white sea- 
son starts in, says Lew Kohn. 


Good Display Windows 


OGDEN, UTAH—L. R. Samuels real- 
izes display windows properly used are 
profitable salesmen and doubtlessly has 
the most outstanding show windows in 
the intermountain region. Two display 
windows 31 feet in depth (from front 
of the windows to the store’s entrance), 
5 feet wide, accommodate 75 pairs otf 
shoes. Heavy cup valances emphasize 
the depth. A natura) wood, chrome- 
trimmed background is easily changed 
and is. easily cleaned. 

Spotlight equipment is cleverly con- 
cealed beneath valances, making it pos- 
sible to “spot” or to concentrate the at- 
tention on any desired shoe in the 
window at night. 
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HANAN FAMOUS LASTS 
FOR MEN 







Quality, Like Character, Endures 
















er. 

fs Hanan Lasts . . . especially the 

m. * DUPLEX Famous Ten listed . . . are well 

P known, even by name, throughout this 
* DUNDEE _ country and abroad. 







u- * NU-PAD They are well known because of their 
in superior fit — complete comfort — and 
? * TRIDENT lasting shapeliness. 







c * VIKING Their outstanding quality is instantly ap- 
e parent to every shoe man, and the 
™ * HEATHER Hanan name assures him of authentic de- 
‘ sign as well. 





* REST 







Hanan Famous Lasts, in a widely diversi- 
* PANAMA fied range that meets every man's shoe 


requirement, offer the utmost in value 






* DRESS 






and business building opportunity. 










* 
DOWNS TO RETAIL AT $10.50 TO $12.50 









HANAN & SON, Front, Bridge and Water Sts., Brooklyn, N.Y. 
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What's New 


Heel Covers Stitched In 


Boston, Mass. — It’s a new idea to 
stitch covers onto the heel seats of sock 
linings, and if the cover is of leather of 
a color to contrast with the leather of 
the sock lining, and the thread is of 
yet another color, then a couple of ad- 
ditional details of style are had inside 
the shoe. Sometimes it’s one line of 
stitching that’s used and sometimes its 
two, and a line of perforations may be 
punched close beside the stitching. 
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Snakeskin Stripping 


Barnet Bros. Leather Co., New York, 
N. Y., have originated and are pro- 
ducing “serpentine,” a novel, genuine 
snakeskin stripping manufactured in 
various widths in all Fall colors. 





Something New in Traveling 
Slippers 
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The use of Lastex in an open-work 


ON THIS SIDE OF ON THIS SIDE OF mesh makes this slipper new and 


novel because it has a self-conforming 

e upper. The sole of leather is thin— 

2 Clk the spring heel is satin-covered. The 

idea back of the slipper is that it has 

a place in every woman’s traveling 


kit—total weight of the pair being ’ 
COMFORT TY LING [severe 





comes first! counts most! : 
Buying Better Hose 
In serving such a critical footwear From a dozen authentic sources our Des Mornes, Iowa—Stepping up the 
— gate 3 mong ty oo designers draw and analyze the latest | average sale in hosiery to 79c. in their 
Origination of combination lasts and in smart footwear trends. The re- | popular priced stores and to $1 in the 
arch support features by this com. sults are written into our custom | More exclusive of the Panor stores has 
pany many years ago founded our grade shoes with a refinement that been a trend noted this Spring, accord- 


reputation for footwear which com- ing to W. S. Arant, proprietor of De- 
pletely satisfies the most critical : a Arcy’s and an official of the Panor 
buyer of foot comfort and high style-wise and critical men from group. A year ago, 47c. was a fre- 
quality. coast to coast. quent price for hose—now about a 
third of the business is on $1 hose, 
while a good portion is extended to the 
$1.35 group, he says from his experi- 
ence. 

The trend is toward sheerer hose, 
and for lighter colors, this latter tend- 
ency making its appearance with actual 
Summer weather. The reason for the 
change to higher price lines for the 


volume sellers is, no doubt, the fact 
SEND FOR OUR NEW IN-STOCK CATALOG that customers accustomed to dressing 


well are tired of cheap hose, and are 
& F ACY= AD demanding better qualities. 
At the DeArcy store catering to an 
exclusive trade, $1 hose are pulling the 
COMPANY BROCKTON, MASS. volume, with $1.35 hose, the second 


C, leader, and $1.95 hose for the first 
ustom Cs AL . Me Lis time in three years doing an appreci- 


SINCE 1875 able business, according to Mr. Arant. 


has proved consistently acceptable to 
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HE Spring Season has been one of 

phenomenal triumph for Dainty Maid 
Fashion Footwear. We take this oppor- 
tunity to thank the trade for their hearty 
response and enthusiastic acceptance of our 
offerings. 


But we're not resting on our laurels! Dainty 
Maid leads on to new success! New sur- 
prises, new developments, and greater values 
... creations that will set a faster pace for 
fashion and sales. We can’t announce them 
just yet, we’ve got to protect our new orig- 
inations with patents so that they'll be ex- 
clusively Dainty Maid! Watch for the news 
... it will break soon! 


Dainty Maid Boudoir slippers, soft and hard 
sole, from $1.00 to $2.00 retail. 


Dainty Maid Cocktail - Dancing - Streetwear 
styles from $1.95 to $2.95 retail. 


== SLIPPERS == 
68 347TH.STREET IINC» BROOKLYN,N.Y. 


ST. LOUIS OFFICE—921 CENTURY BLDG. 
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ADDING MACHINE 
EXECUTIVES 


have no place in 


our business 
ee 


I mean the cold, matter-of-fact person who looks on a 
customer only as a ledger account. Robinson-Bynon 
was founded on the principle of friendliness in busi- 
Twenty years has demonstrated that people like 


ness. 
this quality. We see our dealers personally whenever 
possible. We strive to understand them and work with 


them. We are satisfied that in this way we serve them 
better and that they get greater value — and hence 
greater profit. 

If you believe that our 
mutual interests can be bet- 
ter served under this policy 
—just drop us a line. 


President 





ROBINSON-BYNON SHOE CO. 


Auburn, New York 


AIRWAY 
B 5969 White Kid 
B 5968 Black Kid 
16/8 Covered Cuban Heel 





TRUE STEP 


Arch Shoe 





Combination Last Aa 


Pkt 


$4 and $5 WELTS 
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Spectacular 
42nd Anniversary Sale 


TACOMA, WASH. — Rhodes Brothers 
department store, a large retail shoe 


outlet of this city, held a most spectacu- | 


lar 42nd anniversary sale and historic 
exhibition. Nine windows were given 
over to a “Pageant of Old Fort Nis- 
qually,” with which the history of the 
region and the pioneer stores are en- 
twined, since Fort Nisqually was the 
earliest trading center. James Melbos- 
tad, display manager of the store, ar- 
ranged the large street display and 
posters and placards carrying through- 
out the store its 42nd anniversary sale, 
through cooperation of the Washington 
State Historical Society, old pioneers 
and collectors. Maximum interest was 
reflected in the response of the public. 


Promotes Bluchers 


RUSSET BROWN 


OXFORD OF 
Smart Buck-Calf 


$g50 

Esquire recommends it highly—here it is, 
waiting for you! The Highlander, we call it— 
and it’s due for a big season. Look at that toe 
—it has no tip and the soft blucher 
assures ease—continually. That heavy English, 
crepe rubber sole and heel will give a swanky, 
masculine appearance in addition to a lot of 
protective foot comfort. An ideal shoe for 
as well as for kaock-about wear. A 
dius young mea will “gs” for ina big, way. 

SECOND FLOOR~<Aée én Evanston 


THE STORE FOR MEN 


MARSHALL FIELD 





CHICAGO, ILL.—In the above ad from 
a leading Chicago paper, Marshall Fiel:! 
effectively promotes the blucher styl: 
oxford with blunt toe in russet brown 
buck or reverse calf. Part of the cop), 
at least, is indicative of the trend in 
men’s footwear, and.reads: “Look at 
that toe—it has no tip. ... That heavy 
English, crepe rubber sole and heel wi'! 
give a swanky, masculine appearanc: 
in addition to a lot of foot comfort.” 
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This popular type 
of shoe construction 
is found in a wide 


range of smart styles 

















| UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 





STYLISH SHOES 
FOR GROWING GIRLS 





Smart $4.00 Retailers 
with a profitable mark-up 


Write for illustrated folder of complete line 





The CYCLIST No. 2030 


White Nu-buck, white pig saddle and 
back stay; white nap sole and heel, 





IN STOCK 


AAA 4-9 AA 4-9 
B 3-9 C 3-9 





The STROLLER No. 2069 


White Kip Elk moccasin blu. oxford; 
white rubber sole and heel. 

No. 2033—Same in Brown Kip Elk *® Visco- 
lized leather sole and heel. 

No. 2034—Same in Light Smoked Kip Elk; 
neutral rubber sole and heel. 





EXCELSIOR 


SHOE COMPANY 


Portsmouth, Ohio 
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Department Store Sales in April, 1934 


WASHINGTON, D. C. — Preliminary 
figures on the value of department store 
sales show little change from March to 
April, when allowance is made for num- 
ber of business days, for usual seasonal 
changes, and for changes in the date of 
Easter. The Federal Reserve Board’s 
index was 76 in April on the basis of 
the 1923-1925 average as 100, compared 
with 77 in March and 71 in February. 

In comparison with a year ago, the 
value of sales for April according to 





preliminary figures was 5 per cent 
larger. Easter was earlier this year 
than last, so that this year’s figures in- 
clude no Easter shopping, while the 
figures for last year include two weeks 
of such trade. Reported increases com- 
pared with last year are shown for 
eight districts, the largest increases be- 
ing in the Atlanta, Chicago and Dallas 
districts. The aggregate for the first 
four months of the year was 22 per cent 
larger than last year. 


Percentage increase or decrease from a year ago 


April 


Federal Reserve districts: 
Boston 
New York 
Philadelphia 
Cleveland 
Richmond 


Minneapolis 
Kansas City 
Dalias 

San Francisco 


January 1 Numberof Number 
to reporting of 
April 30 stores cities 
+22 547 276 


+27 
+16 
+26 
+36 
+18 





Schiff Sales Up 30% 


CoLuMBus, OH10—Sales of the Schiff 
Co., which operates a chain of approxi- 
mately 200 retail shoe stores in 26 
states for the first four months of the 
year were $2,989,857, as compared with 
$2,297,533 for the corresponding period 
in 1933, which is a gain of 30.13 per 
cent. 

Sales for the four weeks’ period end- 
ing April 28 were $844,448, compared 
with $833,852 for the corresponding 
period last year, which is a gain of 
1.27 per cent. 


U. S. Asked to Operate 


Shoe Factories 


Boston, Mass.—Israel Zimmerman 
and other agents of the United Shoe 
& Leather Workers union are in 
Washington this week to ask that the 
federal government appropriate $25,- 
000,000 for operating shoe factories to 
make shoes for welfare agencies and 
the unemployed. 


Sole Leather Imports Increase 


Boston, Mass. — Imports of sole 
leather increased from 155,000 to 260,- 
000 Ib. for the first quarter of this year, 
and some cut stock also came in. One 
current explanation is that European 
tanners are learning American ways of 
making sole leather, the same as they 
have learned American ways of making 
uppers leather, and now are producing 
it for their home markets as well as 
sending some of it here. Hitherto 
European sole leather has been too ex- 
pensive or too hard, or too firm for 
bottoming the average run of American 
shoes. 





Tanners Sign Labor Agreement 


Boston, Mass.—The Massachusetts 
Leather Manufacturers Association, 
made up of 39 firms, has signed indi- 
vidual agreements with the National 
Leather Workers’ Association, with the 
exception of those firms who have 
agreements with out unions or have 
asked for further time in which to 
consider the new agreement. This 
agreement replaces an agreement 
which expired Jan. 1, and it is good 
for the remainder of the year. 

The agreement provides that there 
are to be no strikes, lockouts or other 
interruptions of productions, and that 
all controversies, whether or wages or 
other matters, are to be arbitrated. 
The union withdrew a demand for a 
25 per cent wage increase. However, 
it is agreed that if costs of living 
should show an increase, then the wage 
question may be opened up for re- 
vision. 


To Submit New Price Lists 


Boston, Mass.—The United Shoe & 
Leather Workers are making up new 
price lists, to be presented to manufac- 
turers in New England and New York, 
the lists to be handed to shoe manufac- 
turers in time for consideration by them 
before the July shoe markets open. 


Leases New Location 


Kansas City, Mo. — Foster Shoe 
Stores have leased a location at 7 and 
9 West Twelfth Street. These two 
storerooms have been combined and 
when remodeling is completed a shoe 
store will be opened. 
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(remarks of a purchasing agent of an important 
shoe company, as recorded by Bill Smith, reporter ) 
... “I wasn’t born a skeptic. Like Topsy, I ‘just 
grew’ that way. But I am responsible for the ex- 
penditures of a large company, and in no small way 
responsible for its profits. 

“Perhaps I have qualified for this work because I 
can learn lessons from buying stock in oil wells, in 
copper and gold mines. You might ask, ‘What’s 
that have to do with leather?’ Just this: You can’t 
tell one oil well or copper mine from another by 
looking at its stock certificate. And it’s much the 
same way with Glazed Kid. 

“When a number of Glazed Kid skins are laid on 
your desk, fresh from different tanneries, they all 
look much alike. But I’ve learned to discount their 
apparent similarity. After all the real test of 

a leather is the way it stands up in a shoe— 


* 


Tanners of Black and Col- 
“[“y ored Glazed Kid for outside 
f stock and linings . . . now 
featuring Blue, fashion 
Browns, Crushed Calluna 
and Eucalyptus Grey for Out- 
side Colors; Linings in Pas- 
; tels and other popular shades. 
Tanners of Genuine Black Glazed Kangaroo. Executive 
Offices, 9th and Westmoreland Sts., Philadelphia. 





Branches, New York, London (England), Boston, Mil- GY 


waukee, Cincinnati. St. Louis. 


the beauty it creates, the comfort and long life 
it contributes. And that’s why for fifteen years 
t’ve been buying Surpass. It’s not only the ‘feel’ of 
Surpass, its fresh, soft plumpness, its smooth, silky 
grain, its perfect pliability and the sheen of its glaze. 
It’s the beauty it takes on as we work it into a shoe. 
It’s the way our retailers like it, the enthusiasm they 
pass back to us from what their customers tell them. 
It’s the consistency with which it cuts, the uniformity 
of its grading—why, for month after month, ship- 
ment after shipment, year after year, each of the 
various grades of Surpass we buy gives the same 
good cutting as it always has. You can appreci- 
ate what that means to our plant, being able be- 
forehand to accurately estimate on our upper and 
lining needs, and not having to pay for any un- 
expected waste. 
“P’'m a doubter. I want to be shown. The 
only way to prove anything to me is to deliver 
goods that ‘deliver the goods.’ Surpass 
always does just that. That’s why I buy only 
Surpass.” 


SURPASS 
LEATHER Co. 
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In-stock 
R 1023.Black Kid 
R 1025.Brown Kid 
AAA—EE 5—15 



















Smart Sport Numbers 
Also 


quality, is wanted. 


needing such; 
“housed.” 


ing an effective window display. 


The franchise tor you 
town may be open 
Details on request 
& 
Write for 
CATALOG 


COMPANY 


wiscon sit WN 


TO RETAIL $7 TO $8.50 


°# | FOREMOST IN 
FRIENDLINESS 


There's a new regime at Hotel LaSalle—a friendly 
"'what-can-we-do-for-you" spirit that will make you 










The Doctor Shoe is the merchant’s one “best bet” 
as a feature line for holding repeat business, es- 
pecially where foothealth with style, backed with 


The Doctor Shoe gives orthopedic support to feet 
and keeps good feet correctly 


Colorful merchandising helps are supplied, for mak- 
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happy here. 










LaSalle 














May 19, 1934 


You'll find us cheerfully ready to serve—anxious 
to make you feel at home—determined to win 
your constant friendship! 


Here's a famous hotel, with outstanding facili- 
ties, and yet with warmth and hospitality that evi- 
dences our personal interest in you. 


Our rates will please you, too! 


James Louis Smith, Manager 





Madison 





HOTEL LASALLE CHICAGO 









Opens Branch Store 


Detroit, MicH.—Morris Fabrick is 
celebrating his first year in the shoe 
business by opening a second store in 
the east end of the city at 13321 East 
Jefferson Avenue. New name taken 
over for this and the parent store at 
8909 Twelfth Street is Smartstyl Shoe 
Store. The Fabrick stores are special- 
izing in women’s novelty shoes. 


Alhambra Store Moves 


ALHAMBRA, CAL.—The local Flors- 
heim Shoe Company department, for- 
merly in the Mace Shoe Company’s 
store, has been taken over by Downer’s 
Men and Boys’ Department Store. The 
stock has been greatly increased. The 
Downer store is the oldest men’s store 
in the city, P. A. Downer being in active 
charge. 


Huntington Park Store Moving 


HUNTINGTON PARK, CAL.—The Ritzi 
Shoe Store, owned by Roy Garner, is 
moving from 6411 to 6407 Pacific Boule- 
vard. The store will abandon the salon 
type of layout now used and go to open 
shelving. Considerable new furniture 
and fixtures will be installed. The space 
occupied will be practically the same. 








| Opens Sandal Shop 


DENVER, COLO.—The women’s shoe 
department at the Denver Dry Goods 
Co. here, managed by H. B. Teets, 
opened a unique linen shoe depart- 
ment known as the “Denver Sandal 
Shop.” 

Located between the main aisle on 
the main floor and one of the main 
entrances, the new department prom- 
ises to be one of the most widely pat- 
ronized in the entire store. Depart- 
ment heads expect to do at least 10 
per cent to 15 per cent more business 
in May, June and July than would be 
possible without the shop. 

The stock is complete in two price 
lines, $1.95 and $2.95. Sizes range 
from 3 to 9, with lasts AA and BB. 
An original stock of about 750 pairs 
of linen shoes has been put in, and 
will be maintained regularly. 


Wohl Branch in Colorado Springs 


COLORADO SPRINGS, CoLo.—A com- 
plete new shoe department entered this 
field with the opening of Neufeld’s, 
new ready-to-wear store. The depart- 
ment is featuring Wohl’s shoes in popu- 
lar price ranges—$1.95 to $3.95. Dec- 
orated throughout in lavender and 
silver and appointed with occasional 
chairs, the department is an excep- 








tionally attractive one. 





Two Suburban Stores 


DETROIT, MICH.—Two new _ shoe 
stores have been opened on East Jef- 
ferson Avenue, in the southeast part 
of Detroit. Ralph L. Cross, who for- 
merly had a store on Fenkell Avenue, 
and for the past year a women’s shoe 
store in Saginaw, Mich., has opened 
the Cross Boot Shop at 14518 East 
Jefferson Avenue. 

Not quite so far out, B. F. Stark 
has opened Stark’s Shoes at No. 11408. 
Stark has been out of the shoe busi- 
ness since he closed his West War- 
ren Avenue store in 1930. 





Karl Stores Expanding 


SEATTLE, WASH.—Karl’s Shoe Stores, 
with more than 60 retail shoe shops for 
the family trade in California cities, 
and headquarters in Los Angeles, has 
recently expanded to the Puget Sound 
region, with three new stores located 
in Seattle, Tacoma, and Everett. H. L. 
Meyers was assigned to the new Seattle 
store as manager. He was formerly 
in the office of the large California 
chain at Los Angeles. The new Karl 
store coming to Tacoma is under the 
management of Keve Kantor, formerly 
in Portland, Ore. The third western 
Washington store was opened in Ever- 
ett. All feature shoes for men, women 
and children, and all are located in 
prominent downtown sites, with heavy 
sidewalk circulation. 
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Newspapers Everywhere 


| NOW CARRYING THIS MESSAGE TO 


® e / 

IK Millions. 
” a | Po 

oe Prepare for a _ tremendous 

— ““White” season with the most 


a8 WiLL CLEAN THEM/ _ohonoae 


- | ; - Shu-Milk offers greatest estab- 
er aw \h \ x ~ lished demand, faster repeats, 
: i higher than average profits. 


No “‘Dead’’ Stocks 


Sell Shu-Milk as “Best Ever 
Used or Money Refunded.” 


(PRINTED ON EVERY BOTTLE) 








>~EY BA 7 ; J , oe a Ps Cash in on this advertising 
rt Nw a — eee Ei oe —_ early — select one of the fol- 
r- i ed ys ¢ ans e ¥, y ; YIN . 
“a PN hs .  \apiaT a gy 3 lowing extra profit deals now 
a ‘ee 7 | : ; through your wholesaler. 
st 
rk r\ § ; 
8. Vt _> fe , n “ agen ed ee 
‘t ; A= FREE GOODS OFFER 

| ee il LIST PRICE $2.00 per dozen 
’ | Cleans WH iTE N S$ arene. een IN LESS THAN 3 
1. in one simple operation 


3 doz. Lots @ $2.00 . . . $6.00 


‘| aoa | ome! 
i 6 doz. Lots @ $1.90... $11.40 


312 BOTTLES FREE (2 CASES) 


> | YOUR WHOLESALER FEATURES } 10 tox. ton @ $1.75... $21.00 
SHU-MILK — ORDER BE. | °°" 
FORE JUNE 15. DOUBLE - YOUR - MONEY 


National Distributors FREE GOODS OFFER EXPIRES JUNE 15 


WALTER JANVIER, INC. NEW YORK, N.Y. [L.—————___— 
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WHERE TO BUY 
Men’s Shoes 
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“HIGHEST, GRADE ONE 
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WHERE TO BUY 
Men’s & Women’s 
Slippers 


CO ht 


5 SE & SONS, INC.. 
W. § WERHILL, MASS. 
In Stock—Men’s Full Leather Lined 
Handturned Slippers 
Priced from $1.75 
Kid Pullman Slippers 
colors and black witb 


Snap Pocket $1.35 
Zipper Pocket $1.50 


OO 


WHERE TO BUY 


Leathers 





MANDRUCCA 
is the registered trade- 
mark of a unique, 
grained leather of 
superior tannage, 
originated by 

the under- 

signed. 


Fev 


& 
< 
ys Misuse 

> of this 

" trade-mark, 

& directly or by 

S colorful imita- 

tion, will be 

vigorously prose- 
cuted. 


oe R. NEUMANN & CO. 
HOBOKEN, NEW JERSEY 
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To Remain in Lynn 


LYNN, Mass.—After threatening to 
move from this city because of a price 
reclassification, the Liberty Shoe Co. 
have decided not to leave the city for 
the time being. 

After putting cutters back to work, 
officials of the firm stated today that 
temporary arrangements had been 
made and the company would finish 
the present order for white shoes in 
this city. Although the firm must 
vacate, it may relocate in this city. 
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Wizard Display Booth 


May 19, 1934 


Shows Shoe Misfitting 


St. Louis, Mo.—This booth of the Wizard Lightfoot Appliance Co. was one of the 

many at the opening of the new Municipal Auditorium building, a six million 

structure. In celebration of the building's opening, St. Louis on Parade was held 
in the form of a series of exhibits representing St. Louis industries. 

The special feature of this display was the X-Ray machine. From April I4th to 28th, 


they X-Rayed the feet of 24,986 people. 


It was found that 89.6% of those 


X-Rayed had been fitted too short and that of this 89.6%, 80% of them were women. 








Association 
Activities 


| Michigan Merchants Meet 


JACKSON, MicH.—One hundred re- 
tail shoe men of southeastern Michi- 
gan assembled May 7 to discuss com- 
mon problems, with especial emphasis 
upon the application of the NRA code. 
A group of ten shoe men from De- 
troit attended. 

Preceding the evening, a banquet 
was held, with A. G. Pond, of Jack- 
son, president of the Jackson Retail 
Shoe Dealers’ Association, in charge. 
Toastmaster Price, a retired Jackson 
shoe merchant, conducted the informal 
part of the evening. 

Nathan Hack, vice-president of the 
Detroit Retail Shoe Dealers’ Associa- 
tion, reviewed his recent article in the 
Boot AND SHOE RECORDER, prophesying 
the coming of shoes at one hundred 
dollars per pair. Hack’s address, in- 
cidentally, made the newspaper press 
services in many cities, because of its 
novel appeal. 

Clyde K. Taylor, president of the 


| Michigan Retail Shoe Dealers’ Asso- 


ciation, talked briefly on trade coop- 
eration, praising the excellent work 
done by the Jackson association, which 
is barely two or three months old. 

M. A. Mittleman, president of the 
N. S. R. A., brought out the suggestion 
of a set date for first white shoe sales. 
July 15 was the earliest date for cut- 
price selling of whites, he said, and 
July 4 sales were entirely out of or- 
der, despite the practice of some mer- 
chants in past seasons. 





Savannah Round Table 


SAVANNAH, GA.—The retail shoe 
dealers of Savannah have organized a 
forum to meet monthly at the Cham- 
ber of Commerce for the round-table 
discussion of such matters as may 
come before the body. There are no 
officers. Armond S. Weil, president of 
the Globe Shoe Co., presided at the 
initial meeting held last week. 


N. B. Thayer Shoe Company 
Reorganization 


East RocHEster, N. H.—The N. B. 
Thayer Shoe Co., manufacturers of 
men’s, boys’ and women’s Goodyear 
Welts announces a change in manage- 
ment. George Chapman, formerly of 
the firm of Chapman & Cox, Inc., of 
North Easton, Mass., men’s shoe manu- 
facturers which liquidated 18 months 
ago is the new Thayer Co. President 
and General Manager. Ross R. Harri- 
son is Treasurer. Henry Hardin is 
Assistant Treasurer and Secretary. 
John Conathan, former superintendent 
has been retained. Mr. Chapman ex- 
presses himself as highly pleased with 
the planned facilities, and the entire 
organization, both in the plant and on 
the road. He says he has met with the 
finest sort of cooperation which has 
enabled him to formulate a new merch- 
andising policy whereby Thayer shoes 
will fit into a wider market, at lower 
prices. Beginning Monday, they start 
cutting on a 100 dozen per day basis. 
Mr. Chapman says that the well-known 
Thayer quality will be strictly main- 
tained; that the lower prices are made 
possible by effecting many economies. 
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for COMFORT. 


wrinkled toe - linings 


The toe of a well made shoe 
should be smooth inside as well 
as outside. 

Manufacturers use Celastic Box 
Toes because they are flexible 
at the tip line . . . and shoes so 
made are free from wrinkled or 


drooping toe linings. 


THE QUALITY BOX TOE 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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WHERE TO BUY 


Women’s Shoes 
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THE PUMP WITHOUT A GAP 


GENUINE COMPO PROCESS 
IN STOCK 


Kafr Calf 

Patent Leather 
Brown Kid 

Gray Kid 

Blue Kid 
Parchment Kid 















Regent and Seamless 
High and Baby Louis 
AAA te C 


BETT SHOE CO 


58 N. 4th St., Philadelphia, Pa. 
R4520 White 


KUSH-IN-EZE 
R4522 White Kid Louis 


HAND TURNED 
Also (5/8 Cuban and 8/8 Block Heels 
B Width only 














FOOTWEAR 
IN STOCK 


We. 166 Biack 
Kid $2.85 


ene 


Ne. 202 Black 
Kid $2.10 





SEND FOR CATALOG 


VAUGHAN-TOWLE CO. 
WAKEFIELD, MASS. 
(Division of L. B. Evans’ Sen Ce.) 





SOCIAL 
SANDALS 
In Stock 






Linen Louis Heel 


HANNAHSONS SHOE COMPANY 
HAVERHILL, MASS. 





Guatamalan Sandal Display 


New York, N. Y.—A women’s san- 
dal display that has attracted much at- 
tention from passersby has been seen in 
one of the windows of J. & J. Slater’s 
uptown store. Cloth samples of bril- 
liant colors used in the sandals were 
shown, some on the loom in the process 
of being woven. A window card stated 
that the cloth displayed was the handi- 
craft of the Guatamalan Indians. A 
few handbags made of the same mate- 
rial were displayed along with the 
shoes, and a few pieces of pottery plus 
some Indian dolls added to the novelty 
and effectiveness of the display. 
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Endorses Boston Shoe Fair 


New York—President M. A. Mittel- 
man, of the National Shoe Retailers 
Association, has issued the following 
statement addressed “to every retailer 
of shoes in the United States:” 

“The Fifteenth Annual Boston Shoe 
Fair, to be conducted in Boston on July 
9-11, 1934, under the auspices of the 
New England Shoe and Leather Asso- 
ciation, is New England’s contribution 
to the advancement of the industry. 

“New England—the ‘cradle’ of the 
shoe and leather industry of the United 
States—today has many of the indus- 
try’s most illustrious producers within 
its borders. This Fair is a time-honored 
tradition, and is America’s premier mid- 
summer fotwear market. It is only fit- 
ting that in this setting, once a year 


should be held a Shoe Fair of nationa! 
and even international importance. 

“We are advised that this year, not 
only will buyers and sellers be inter- 
ested in this event as a buying and sell- 
ing mart, but during the period there 
will be held educational meetings of 
paramount importance to the small re- 
tailer and of great importance to every 
retailer of shoes whether classified as 
a department store, chain store or 
specialty shoe shop. 

“We think it is important for the re- 
tailer of shoes in the United States to 
take advantage of the educational fea- 
tures and to contact the industry’s lead- 
ers and his fellow shoemen—all of 
which we believe is for the betterment 
of the industry in its entirety.” 


Name ANAT ME 








Summer Clearance Date 


Los ANGELES, CAL.—Practically all 
the leading, first class shoe stores in 
Los Angeles will have no Summer 
clearance events until after July 4. 

This date was agreed upon when the 
boys got their heads together the other 
day. In the past clearance events have 
started appearing here and there as 
early as June 10 with no definite co- 
operative method of centering the pub- 
lic mind on any particular clearance 
period. This has resulted at times not 
only in a price scramble but in a time 
scramble. 

It is thought that by July 4 the buy- 
ers will all have returned from their 
trips to the eastern markets and will 
be centering their minds on the Fall 
merchandise and so be in a spirit for 
a good clearance event. 

It has been discovered that the public 
in Los Angeles does not become real 
Fall shoe minded while the weather is 
warm. Then, too, shoes bought earlier 
in the Summer have been pretty much 
scuffed by vacation wear when July 4 
comes around and thousands are ready 
for second pairs to get through the 
balance of the Summer. 





Kern Adds 7th Shoe Section 


DETROIT, MicH.—Kern’s Department 
store opened a new shoe department in 
the Gratiot Building. This is the 
seventh Kern shoe department under 
the immediate supervision of H. G. 
Solomon, shoe merchandising manager. 
Angus MacLennan is in charge of this 
new selling section, under Mr. Solo- 
mon. Women’s shoes at $2.00 and men’s 
shoes at $3.00 are featured. As far as 
the entire shoe selling of the store is 
concerned, reports show a 75 per cent 
increase in.sales over 1932, and a gain 
of 35 per cent when comparing this 
year with last year’s sales. 





In Larger Quarters 

New York—Wright & Hurd, shoe 
style counsellors, have moved to new 
and larger quarters at Room 1162, 
Marbridge Building. 





National Wholesale Prices 


WASHINGTON, D. C.—Wholesale com- 
modity prices declined one-tenth of 1 
per cent during the week ending May 
5, according to the index numbers com- 
puted by the Bureau of Labor Statistics, 
issued in an announcement made by 
Commissioner Lubin, of the Bureau of 
Labor Statistics of the U. S. Depart- 
ment of Labor. 

“The Bureau’s index, now standing 
at 73.4 per cent of the 1926 average,” 
Mr. Lubin said, “remains approximate- 
ly midway in the narrow one-‘point’ 
range between 72.8 and 73.8 in which it 
has fluctuated since Feb. 3. 

“As compared with the index of 61.9 
for the corresponding week of last year, 
the present level is up by 18% per cent 
above the level for the same week of 
two years ago, when the index was 65.1. 
The average wholesale price level now 
stands nearly 4 per cent above that of 
the first week in January. It is over 23 
per cent above the low point of last year 
(March 4) when the index was 59.6. 

“The decline was caused by decided 
weakening prices in the groups of tex- 
tile products and fuel and lighting ma- 
terials and a minor recession in the 
hides and leather products group. Of 
the ten major groups covered by the 
Bureau, three showed decreases, four 
an increase and three remained at the 
level of the week before.” 


Obituary 


Francis H. Egan 


New BRITAIN, Conn.—Francis H, 
Egan, 37, manager of the John Irving 
Shoe Store at 171 Main street, died at 
New Britain General Hospital from an 
infection which started from a bruised 
toe. He entered the shoe business as 
a youth and had been connected with 
the John Irving organization for a num- 
ber of years, the last six as New Britain 
manager. 
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Good Summer Shoe Ad 


LONG BEACH, CAL.—In a recent ad 
of the Buffum Department Store, the 
“Store Reporter” devoted considerable 
space to the theme of “White—With 
Accents of Brown, Predominate for 
Summer.” The shoe copy in part said: 
All white shoes have proved to be of 
prime importance throughout the coun- 
try, but those styles with a suggestion 
of brown trimming, brown stitching or 
pinking are giving all white shoes a 
run for first place. Afternoon shoes 
which are not sandals are becoming 
more and more in demand. Peacock 
offers many new styles in the upper as 
well as the new lower price range, for 
afternoon and evening wear. ‘“Zalda” 


and “Glamour” are available too in 
marine blue with grey trimming. 




















New Ad-Helps for Saletime 


Every merchant and advertising man 
should find much of interest in the new 
book SALE SUGGESTIONS for COPY 
WRITERS by R. E. Andruss. It in- 
cludes 346 sale names, 208 sale sen- 
tences, 112 sale phrases, 93 sale adjec- 
tives and 10 sale layouts. It is designed 
to help get more punch in sale head- 
ings, more pep in sale copy, and more 
pull in sale layouts. 


May 





19, 1934 





EVERY DAY SALES 


with 


COMFORT STYLES 


D AY in and day 


¥, 
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out, comfort type 
footwear sells— 
steady, reliable, de- 
pendable and profit- 
able. In fact, Ault 
Williamson,’ by 
specializing for twen- 
ty years in the de- 
velopment and im- 
provement of turn 
comfort footwear, . 
has become the domi- 
nant house in the 
field. Dominant be- 
cause of size, styling, 
value delivered, ser- 
vice, and fair poli- 
cies. 


Build the backbone 
of your profit with 
Ault-Williamson turn 
comfort footwear. 


Concentrate on A-W 


Turns, to Increase 
Your Summer 
Profits. 


IN 
STOCK 


IZ kel ney: wane 


JES DAY - WEDNESDAY - THURSDAY -FRIDAS 
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y Kid Blucher Tie; 
13/8 Heel. ! E 





Black Ruby Kid Five-Eyelet Open Throat 
Tie; 39 Last; 13/8 Heel; Rubber To lift. 
FL SO rer res $2.10 





White Kid Blucher Tie; 39 Last; 
White Finished Leather Heel. 
AA to D 
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WILLIAMSON 


SHOE COMPANY 
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WHERE TO BUY 


Dancing Shoes and Taps 





BLACK CALF 
PAT. LEATHER 


Women’s 
A-B-C 2% -8 
$1.55 


OWENS SHOE Co. 


28 Goodhue St., Salem, Mass. 






Minvecs’ 
A-B-C 11% -2 





WHERE TO BUY 


Hosiery Protectors 


OO Ate OP er ee ee 





When you see the name 
TIFFANY 


on fine jewelry 
or 


WALK-EZE 


on Stocking Protectors 
it means QUALITY 


Only WALK-EZE'S are Ff 
made of patented Kemi- 

he non-injurious Z 
material that is durable \\s 
—washable—hygienic and 
sweatproef. 


Sizes for Women, Protected by 
Men and Children crs (ne5700 
Order from your jobber or ‘ 
WALK-EZE Sales Offices Stamped on every pair. 


Executive Office: Syracuse, N. Y. 

NEW YORK: (141 Broadway 

CHICAGO: 114 E. Austin Ave. 
CANADA: 729 St. Antoine St., Montreal 
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Good Hosiery Window 


CHICAGO, ILL.—An entire State Street 
window at Mandel Brothers tells the 
window shopper a pretty complete story 
about the new shades of the season’s 
hosiery. Groups of stockings are ac- 
companied by long strips of dress ma- 
terials that will form correct combina- 
tions. The strips are mounted on stiff 
pasteboards, several different kinds of 
materials and colors on each one, show- 
ing that a certain shade of stocking can 
accompany several different tones prop- 
erly. Both prints and plain colors are 
included in the display. The window 
presents an entirely different aspect 
from the usual showing of yard goods 
in connection with either shoes or 
hosiery. Posters tell the stories of the 
different groups. “Sherry tones for 
browns and tans; Extra Dry for pastels 
and whites; Liqueur for natural tones; 
Biscayne for black, navy and tile; 
Crash tone for light Summer clothes; 
Manoa for tans and beige.” 








BOOT AN 


Babies Get 





SCHENECTADY, N. Y.—An interesting 
and most successful promotional scheme 
in the form of a free service was car- 
ried out by the Carl Company during 
Baby Week. It consisted in the foot- 
printing of babies’ feet. Two strong 
factors were contributory to its unusual 
success—identification and sentiment. 
The program was heartily endorsed by 
the Chief of Police, who stated that the 
footprinting of children under four 
years of age was the only officially ac- 
cepted method of positive life-long iden- 
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Footprinted 












tification (fingers of infants are too 
small to give distinct prints). 

Mothers, intrigued with the idea of 
having a memento, brought their chil- 
dren in droves to the children’s depart- 
ment. Many of these mothers were new 
customers to the salespeople, and sales 
were stimulated to a high degree, ac- 
cording to Nathan Mendelson, buyer, 
who also reported that the promotion 
received the hearty endorsement and co- 
operation of the local papers, as well as 
leading doctors, nurses, and maternity 
hospitals. 








Whats 
Selling 


White Leads In Seattle 


SEATTLE, WASH. — White is being 
made the dominant mode of Summer by 
enlarged sales promotion and advertis- 
ing campaigns of a number of specialty 
shoe and department stores of the city. 
White buck, calf, kidskin, pigskin and 
linen, as well as brown and white and 
black and white combinations are set- 
ting the pace at the two Vanity Slipper 
Shoppes of this city; while white for 
street and sports wear is the vogue at 
Frederick & Nelson. An effective sign- 
post reading “Keep to the White” 
is the unusual merchandising manner 
of the Fashion Bootery, whose two 
stores in this city are moving a large 
quantity of white glazed kid, white 
crushed pig, and white suede and buck. 





Whites Best in Hartford 


HARTFORD, CoNN. — While all-whites 
continue to furnish the strongest trend 
in both men’s and women’s shoes, the 
tan grains and smooth tans are gain- 
ing rapidly on straight blacks, accord- 
ing to James Lawrence of the firm of 
James Lawrence & Son. 

The Lawrence store has sold more 
whites this Spring, and sold them earli- 


er, than ever before, in both men’s and 
women’s divisions, Mr. Lawrence said. 
In women’s sport shoes, white domi- 
nates. 








| Demand for Evening Slippers 


CINCINNATI, OH10—S. Arnold, man- 
ager of The Lawton Company’s (Cin 
cinnati’s French Shop) shoe depart- 
ment, reports that they have had an 
unprecedented demand this Spring for 
evening slippers. “People are going out 
more and giving more thought to eve- 
ning clothes,” said Arnold, “than for 
several previous years and we have had 
an unusual demand for jeweled sandals 
also for those in satin and crepe.” 
Splendid cooperation from the gowns 
department,” Arnold also said, “not 
only in evening gowns but in sports and 
general year as well has aided our 
sales materially.” 





Sports Shoe Going Strong 


CLEVELAND, OHIO — John Dowling, 
buyer of the men’s shoe department of 
the Wm. Taylor Son & Co., reports a 
heavy turnover on Cuban all-sports 
shoes in white. This shoe was promoted 
in an individualized sports page adver- 
tisement, Before the day was out, many 
pairs had been sold and the demand 
continued through the following days. 
Mr. Dowling looks for the heaviest 





white season in years. 
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AMUSEMENTS. 


Per day, 
per person 


$G00 
$300 


European 
Plan 


Excellent Food 





GOhe Breakers 


ON THE OCEAN FRONT 
Atiantic City, New Jersey 


SITUATED DIRECTLY ON THE BOARDWALK 
and CONVENIENT TO ALL PIERS AND 


HOT AND COLD SEA WATER IN ALL BATHS 
French Cuisine 


EMANUEL E. KATZ, Man. Director 


A 


With Meals 
Private Bath 


Private cation 
Bath Square 


Garage hotel . 
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Chain Store Efficiency 


records are made available 
to independent retailers in the 


Recorder’s Stock Record System 
(either in cards or book form) 


Samples on Request 


theatres . . 


The BEST “BUY” in 
NEW YORK HOTELDOM 


COMBINATION of every- 
thing you desire in a hotel at 
amazingly low rates—perfect lo- 


in the heart of Times 

adjacent to all 
. New York's newest 
. . extra large rooms— 


many windows—large closets— 
comfortable furnishings. 


1000 ROOMS 


1000 BATHS 
1000 RADIOS 


Rooms from $9.50 a day 
Garage Opposite Hotel 


HOTEL EDISON 


47th Street just West of Broadway 


MERCHANT’S SERVICE DEPT. 


367 West Adams St., Chicago, III. 
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Shoe Man Gets Publicity 


Los ANGELES, CAL.—D. A. Mattox, 
who for many years conducted a shoe 
store with a large shoe repair service 
in connection with it at 18th and Al- 
berta Streets, Portland, Ore., but who 
temporarily is conducting a shoe repair 
service at 881 N. Western Avenue, Los 
Angeles (waiting for the depression to 
blow over), has gained extensive pub- 
licity throughout the Pacific Coast 
states by cashing in on his close re- 
semblance to Jiggs of “Bringing Up 
Father” fame in the funnies. 

Operating through the fun depart- 
ment of a fraternal society, Mattox 
first drew the attention of Western 
newspapers. With the minimum of 
make-up and with a native talent for 
acting, he was able to find a friend 
with the appearance and talent to be- 
come his “Maggie”—a printer with a 
profile, as it were! From that time 
on the two were in demand for parades, 








LAST CALL FOR POSTERS 


There's still a last minute chance for 
stores to get the striking red, white 
and blue posters for Sport Shoe Week, 
May 22nd to 29th. Hundreds of stores 
throughout the country will tie-up and 
cash in on this great National ex- 
ploitation of sport shoes for the sum- 
mer days ahead. Posters will be sent 

O.D. on receipt of telegraphed 
orders. Price—5 for $2.00 or 10 for 
$3.00. Address—Boot and Shoe Re- 
corder, 239 West 39th Street, New 

York City. 











celebrations, conventions, and _ fun 
stunts of all kinds. His photograph 
has been in the newspapers constantly, 
especially those using this George Mc- 
Manus comic strip. 

Since moving to Los Angeles Mattox 
has found another partner who with 
a little make-up looks more like Mag- 
gie than Maggie does. They make the 
hit of the season whenever they ap- 
pear. In a Jiggs and Maggie contest 
conducted by the Muscovites in Ore- 
gon Mattox and his printer pal won 
first prize in the state. 

Jigg-ing around has proved valuable 
as a publicity method to Mattox for 
it has meant columns of free space in 
newspapers. 





New York 


OWNERSHIP MANAGEMENT 


New Store Front Installed 


CLEVELAND, OHIO—JIn order to get 
more display space on the street, the 
Truly Warner hat and shoe store, 711- 
15 Euclid Avenue, has been remodelled 


with an entire new front. The store 
continues in two sections or depart- 
ments with front doors opening into 
each but both doors converge on a sin- 
gle large arcade entranceway with dis- 
play windows on all sides. The store 
now has considerably more glass front- 
ing on Euclid Avenue. The front is 
finished in black and red formica with 
white metal trim. W. J. Sutter is store 
manager. 


Stores Consider 5-Day Week 


ATLANTA, GA.—Shoe stores in At- 
lanta may operate on a five-day week 
during the Summer if a proposal now 
being considered by the Atlanta retail 
merchants is adopted. The plan is to 
close all day either on Saturday or 
Monday of each week during June, 
July and August, and it will be adopted 
by all of the stores in the city if a 
favorable response is received. 


Leases Shoe Department 


COLORADO SPRINGS, CoLo. — Earnest 
Florioro, formerly with his uncle, Leo 
Florioro at a leased department of the 
Greeley Dry Goods Co., Greeley, Colo., 
has opened a complete new shoe de- 
partment in the Boston store here. 
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WHERE TO BUY 


Children’s Footwear 


1 a helena 











MRS. DAY’S IDEAL BABY SHOES 
: Infants’ Soft Soles...0-3 
Intermediates ....... 1-5 
Flexible Hard Soles..2-8 
Bend for In-Stock 
Catalog 





MRS. DAY'S IDEAL BABY 
SHOE CO 


Leeust St. Danvers, Mass. 








A FIRST WALKING SHOE 
worthy of 
AMERICA’S TODDLERS 
SWAN shoes of selected leathers and find- 
ings, particular work- 
manship and fine fitting 
styles are a _ profitable 
line for the retailer. 
High shoes, oxfords, one 
straps and sandals in 
stock. Moccasin 
or plain toe in 
white, tan and 
smoke elk and 
patent leather. 
Immediate A 
livery. Write® 

prices. 


for 






INC, 


SWAN SHOE CO., 
Baltimore, Md 
New Yerk Office—705 Marbridge Bldg. 
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WHERE TO BUY 
Play Shoes 








“PLA-SHU” 


Inexpensive All Leather 


Made on new UCO process, no staples. Made 
over BROUWER’S Research Last #8 
IN-STOCK 
Muleskin 
Sand with Brown Trim 
No. 2000 sizes 6 -11 
90 as 2 
2002 ** 2%- 
2004 *° 6 -12 
Same in Elk 
Smoked with Tan Trim 
Packed 24 pairs to the case. Sizes 6-11 with 
leather spring heel. All others, rubber heelm 
Popular priced, Hygienic Health Shoe. The 
porous leather gives foot ventilation. ‘“PLA- 
SHU” circular sent on request. 


MONDL MFG. CO. - - - Oshkosh, Wis. 














B. Friedman Shows Increase 


New York, N. Y.—Leonard Fried- 
man, president of B. Friedman Shoe 
Company, 109 Reade Street, wholesalers 
of women’s novelty shoes, states that 
his business in April showed a great in- 
crease over that of March, in spite of 
the fact that it was a post-Easter sea- 
son. This increase he attributes to the 
inclement weather previous to April 1. 

Sales for the first four months of this 
year have shown 100 per cent increase 
over the corresponding period in 1933, 
indicating a substantial upturn in the 
popular-priced field. 
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On the selling end 


News of the Travelers and Sales Activities 


Notice of Hearing on Salesmen 


Notice is hereby given that a public 
hearing, for the purpose of obtaining 
evidence relative to the inclusion of pro- 
visions affecting traveling salesmen in 
the codes of fair competition for the 
various manufacturing industries and 
wholesale trades, will be held by the 
National Recovery Administration, be- 
ginning at 10:00 a. m., Thursday, May 
24, 1934, in the Auditorium, Depart- 
ment of Commerce Building, Washing- 
ton; 395° 4s 

The commercial traveling shoe sales- 
men’s interest will be protected by the 
National Shoe Travelers’ Association 
with Secretary Delany appearing to 
give oral evidence and present the brief 
and code as formulated by the National 
Organization. 

The National Shoe Travelers Asso- 
ciation was represented at the hearing 
of the Boot & Shoe Manufacturing In- 
dustry at which time their brief and 
code were presented. 

At a later hearing a personal con- 
ference with Administrator Hugh S. 
Johnson was held at which the Adminis- 
trator gave a positive and written order 
which was the opening wedge that the 
question of commercial traveling sales- 
men should be taken up at once, result- 
ing in the appointment of Daniel Bert- 
rand of the Research and Planning 
Division as Assistant Administrator to 
obtain facts for the compiling of the 
code. 





Marlow Selling Johansen Line 


Nathan Marlow, former retail oper- 
ator of Birmingham, Ala., and just re- 
cently with the Wolff-Tober Shoe Com- 
pany, will represent Johansen Brothers 
Shoe Company in the southeastern sec- 
tion of the country; namely, Kentucky, 
West Virginia, Virginia, Tennessee, 
North Carolina, South Carolina, Mis- 
sissippi, Alabama, Georgia and Florida, 
also New Orleans and Baton Rouge, 
La. C.H. Phillips has been transferred 
to the sales force of the Barnes Shoe 
Company and will carry the JoBo line 
in the same territory. 

To the territory covered by Johan- 
sen’s oldest representative, J. M. Hin- 
ton, that of California, there has been 
added everything from Salt Lake City, 
Utah, west — including the Pacific 
Northwest. 


Joins Brauer's Force 


Southwood B. Morse, sales manager 
of Brauer Brothers Shoe Company, In- 
corporated, announces that George 
Sennhauser has become associated 
with their company and will carry 
their line in the states of Michigan, In- 
diana and Illinois. He also announces 
that E. C. Cooper will cover Wisconsin, 











Iowa, North and South Dakota and 
Minnesota during the coming season. 
The Brauer sales force will go out with 
their new line on May 21. Mr. Morse 
states that thus far during 1934 their 
business has been the best since 1929 
and that he anticipates a very good Fal! 
season. 


Dayton Hotel Changes Hands 


DayTON, OHI0O—The Miami Hote! 
here has been added to the group con- 
trolled by the Albert Pick Hotels, whose 
headquarters are in Chicago. R. B. 
Bunstine who has managed the Fort 
Hayes Hotel in Columbus for the past 
six years, will be the new manager of 
this hotel. 


Adds Three Salesmen 


Three salesmen have recently been 
added to the force covering the eastern 
part of the country for the newly 
formed wholesale house of Gaffney & 
Sulkis of Boston. J. B. Sullivan has 
been assigned to New York state and 
eastern Pennsylvania; Connecticut, 
Rhode Island and western Massachu- 
setts are being covered by Sam Tanen; 
and the South—Florida, Georgia and 
Alabama—has been given to Sam 
Smullian. 


Made Adv. Manager 


NASHVILLE, TENN.—C. W. Cook, as- 
sistant secretary of the General Sha 
Corporation, has been made advertising 
manager of the corporation; he wil! 
also retain his title of assistant secre- 
tary. Henry Boyd has been made as 
sistant secretary in charge of the mer 
chandising department, which includes 
production planning, stock control an 
shipping. 


Interested in Code 


MILWAUKEE, Wis. — The Wisconsi1: 


Shoe Travelers held a recent meeting: 
at the Hotel Plankinton, according to. 


Chris Johnson, secretary. Shoe travel 
ers reported a great deal of interes! 
in the shoe code by retailers through 
out the State. Chris Johnson, who has 
been ill for some time, is now back on 
the job. The association will meet 
again sometime during the latier pari 
of May. 


E. H. Moody With 
Moulton-Bartley 


E. H. Moody, popular traveling sho 
man of the Southwest, is now represent 
ing the Moulton-Bartley Company 0! 
St. Louis. 


Oklahoma and Texas with: their line. 


OCA eacienabe eases 


He will cover the states o/' 
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ind K 
: 
‘| FORA 
all i 
-| BUCK! 
— a 
B. 
" — SALE SUGGESTIONS 
FOR COPYWRITERS 
‘ SALE 
é 346 NAMES 
id 
t SALE 
; 208 sentences 
: SALE 
1 1 2 PHRASES 
: SALE 
; 93 rovectives 
10 SALE 
; LAYOUTS 
Want PUNCH in your SALE NAME? 
" Want PULL in your SALE COPY? 
B° Want PEP in your SALE LAYOUT? 


---> MAIL COUPON NOW! -----; 


‘ Boot and Shoe Recorder 
' 239 W. 39th St., New York 


Here's my Dollar—send me a copy of 


“SALE SUGGESTIONS 
FOR COPYWRITERS” 


that put MORE SELLING PUNCH | 
in sale ads : 


Name 

Ra Ae OWN Pore Le ere ee 

| EVERY MERCHANT AND ADVERTISING 
MAN SHOULD HAVE THIS BOOK 
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Godman Changes N. Y. Address 


NEw York, N. Y.—The H. C. God- 
man Co. has established offices and 
sample rooms at 200 Church St. and 
at the same time vacated its offices at 
47 West 34th St. Matty O’Connor is in 
charge of the New York office. The 
stockrooms which were formerly main- 
tained in Brokklyn have been aban- 
doned and the stocking of shoes for the 
East will be carried on at the factory 
in Columbus. 

The Godman organization has also 
opened a sales office at 327 Monroe St., 
Chicago, with S. Caddison in charge. 
Both these offices will have traveling 
representatives attached and will han- 
dle the full line of Godman shoes. 


To Move Factory 


MARINE, ILL.—The Collins & Morris 
Shoe Company which started business 
last November announces that they will 
move their factory to St. Louis. This 
concern has leased the former Chouteau 
Shoe Company factory building which 
has a total of about 12,000 square feet. 
Collins and Morris’ present production 
is around 1200 pairs per day in chil- 
dren’s stitchdowns. W. L. Collins is 
president and E. W. Morris is vice-pres- 
ident. 





See Good Fall Trade 


Thomas F. Byrnes, Jr., sales man- 
ager of the Queen Quality-Dorothy 
Dodd Division of the International Shoe 
Company, states that its Fall season 
promises to be the biggest since these 
lines were taken over by the Interna- 
tional Shoe Company. This division 
held its semi-annual sales conference 
May 1 to 3, topping it off with a ban- 
quet on the last day. 

Every member of the sales force dis- 
played a high degree of enthusiasm 
over the outlook for Fall. It is under- 
stood that the Queen Quality-Dorothy 
Dodd Division experienced a very un- 
usual gain in shipments this past sea- 
son over last year. 


Sales Conference for 
W. T. Dickerson 


CoLumMBus, OHIO—The Walker T. 
Dickerson Shoe Co. will hold its semi- 
annual sales conference the last week 
in May and start out soon after June 1 
for the Fall campaign for orders. 
Walker T. Dickerson reports prospects 
excellent and with the factory output 
stepped up to 1200 pairs daily expected 
to continue in full operation. About 25 
new workers have been added to the 
payroll during the past month. 





Selling for Arrow 


J. Howard Connell, formerly with the 
Braintree Shoe Company, is selling in 
the large cities of the East and as far 
west as Detroit for the Arrow Shoe 
Company of East Boston. 
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This ‘short-cut’ loca- 
tion saves Time and 
Money in New York... 







The Piccadilly is “close to every- 
thing.” Ninety per cent of your 
calls are within a few minutes’ 
radius of this new hotel, and its 
short-cut location will save time 
(and taxi fare) in covering the 
town. 






And when you need relaxation, 
you are right in the center of thea- 
tres and amusements ...to say 
nothing of the Piccadilly’s own 
“Silver Lining” Cocktail Room .. . 
Perfect. De luxe dinner and sup- 
per, with dancing in the Georgian 
Room, for one dollar! 






The Treasurer himself will ap- 
plaud your keen sense of values in 
choosing this hotel, where com- 
fortable rooms and delicious meals 
are bargains. 








RATES FROM 


*2.9U 


ROOM WITH BATH 
450 Outside Rooms 








Hotel 


PICCADILLY 


45TH STREET, WEST OF BROADWAY 
Now under ARTHUR LEE Direction 
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CLAWIFIED ano WANT AD 


A DEPARTMENT 
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AND EMPLOYEE, 


BUYER AND SELLER 


. . «8 

















SALESMEN WANTED 


POSITION WANTED 


POSITION WANTED 





ANTED: EXPERIENCED SHOE SALES.- 

MAN by old reliable cay to cover the 
following territories: Montana, North and South 
Dakota—Iowa and Nebraska—Washington, Ore- 
gon and Idaho—Oklahoma and Arkansas—Mis- 
souri and Kansas—Ohio and West Virginia— 
Florida, Georgia and Alabama- mh or North 
and South Carolina—Texas. € a com- 
plete line of COMFORT TURN. SHOES— 
WELTS—and UCO, the new lock-stitch process. 
We pay 7% commission—5 % advanced on ac- 
cepted orders, and settlement semi-monthly on 
shipments. In making application, give full par- 
ticulars regarding past experience with refer- 
ences. Address D-716, care Boot & Shoe 
Recorder, 209 South State Street, Chicago, 
Illinois. 





ALESMAN for stitchdown shoes and sandals 

for volume trade, Eastern and Central states. 
Travel by car. Address D-728, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y 





ALESMAN wanted to carry Galalith shoe 

buckles and bows, on commission. D-736, 
care Boot & Shoe Recorder, N. W. Cor. 56th 
and Chestnut Sts., Philadelphia. 





7; LOUIS shoe manufacturer making medium 

yriced line of Children’s pre welts sizes two 
to oven and half want salesman who can look 
after sales end of business and make invest- 
ment of five thousand dollars. Exceptional op- 
portunity for right party. Address D-738, care 
Boot & Shoe Recorder, 1627 Locust St., St. 
Louis, Mo. 





ALESMEN, 
partment stores, to introduce new necessity, 
metal suede cleaning brush encased in lipstick 
container; fits ladies’ purse; sells on sight. 
Liberal commission. 11 W. 42nd. Room 1610. 


calling on shoe, drug or de- 





Side Line Salesmen 


Can earn $1,000 a year selling the only Jobbers 
Line of Low Priced Beach Sandals and House 
Slippers that is being sold at Factory Prices and 
Less. Territories open: New England, New York 
State, Illino!s (except Chicago), Wisconsin (except 
Milwaukee), Arkansas, Missouri (except St. Louis), 
Iowa, Minnesota, Oklahoma, Kansas. 


THE GEO. N. COHEN CO. 
81 Reade St., New York City 





HERE’S YOUR MAN! 


If you need national distribution for your product. 
familiar with all phases of production, merchandising and distribu- 
tion and selling of products to shoe manufacturers. Has a working 
knowledge of every shoe factory in the United States and Canada. 
Seven years in last position and in 1934 built up, merchandised 
and distributed $750,000 of a particular line. 
Write at once for appointment, references, etc. 
Address D-735 care Boot & Shoe Recorder, 239 West 39th Street, 


opportunity. 


New York, N. Y. 





Thoroughly 


Don’t miss this 














SALESMAN WANTED 


LINE WANTED 








Salesman — Experienced — Women’s 
popular priced novelties and welts. 
New York, Penna. & Conn. Commis- 
sion. References. 


METRO SHOE CO. 


59 Lincoln Street, Boston 








Young man wanted to sell our lines 
of men’s, women’s welts, and novel- 
ties, in the State of Ohio. Apply 
with particulars as to selling rec- 
ord and give references. 


DIAMOND SHOE CO. 
139 Duane St., New York, N. Y. 














ANTED from stock, line of Ladies’ shoes, 

Dress & Sport ($1.40 to $2.00), as side 
line, traveling Kans. for nine years with ladies’ 
better line. Satisfactory reference. Address 
Mr. Morrison, Room 723, Robert E. Lee Hotel, 
Kansas City, Mo. 








HELP WANTED 


WANTED: Shoe Buyer and Salesman in 
Northwest City Department Store. One 
who is a good window trimmer and card writer 
and capable of assisting in managing store. 
Good Steady position for the right man. Must 
have good references as to honesty and ability 
None other need apply. Address D-740, care 
Boot & Shoe Recorder, 239 West 39th Street. 
New York, N. Y. 














WANTED TO LEASE 





WANTED TO LEASE Shoe Dept. in best 
ready to wear shoppe in the best business 
city of Eastern Carolina. Address D-732, care 
Boot & Shoe <a 239 West 39th Street, 
New York, N. Y. 





FOR SALE 


STABLISHED SHOE STORE FOR SALE 

Family Shoe Store, established 16 years, in 
city of 9000. Three hours from Boston, in 
Maine. Splendid opportunity for good income 
on reasonably small investment. Address D-739, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y 











Minimum charge 75 cents. 











$1.25. When a box number is desired twelve words should be added for the address. 
word of the address should be counted. 


The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 
Classified advertising is payable in advance. 


[F Advertisements for this page must be in our New York office on Friday of the week preceding publication. “1 


CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. 
For all other classified advertisements the rate is 7 cents per word. 


Minimum charge 
In all other cases each 





When writing advertisers please mention Boot and Shoe Recorder 
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LINE WANTED 


MERCHANTS’ NEEDS 


BUSINESS OPPORTUNITY _ 








LINE WANTED 


Women’s medium to low- 
priced line for volume trade, 
for New York, Philadelphia, 
Baltimore and Washington. 
Know this territory like a book. 
ADDRESS D737 CARE 
BOOT & SHOE RECORDER, 


239 WEST 39th STREET, 
NEW YORK, WN. Y. 

















MERCHANTS’ NEEDS 








“THE JOAN” 
To Retail from 50c to $1.00 


No. 109 

THE SEASON’S LATEST CREATION 
These ribbon bows are carefully constructed of 
finest silk grosgrain ribbon. Solid colors: White, 
blue, brown, red, black, or any color desired. 
Clip on each bow. Prompt deliveries. 

We beautify the Opera Pump with a Bow of Art 
$2.40 per doz. Pairs—Less 2-10-E.0.M. 


BOW-ART CO. 
903 HOME ST. BRONX, N. Y. 











ARROW 
SIX SHELF 
DISPLAYER 


It will show 
at a glance 
six styles of 
any type shoe 
with the least 
amount of 
display space 
used. Try one 
of these units. 
You will find 
an urgent : 
need for 
more. 


ATTRAC- 
TIVELY 
» PRICED AT 


$5.00 


EACH 


Arrow Decorating & Fixture Co. 
Display Fixture manufacturers 


34. N. FOURTH ST., PHILADELPHIA, PA. 

















ZS) SHOE CARTON LABEL 
ilk.) SPECIALISTS 
| iii THE AMERICAN PRINTING 1° LABEL CO. | 


LT PRINTERS. DESIGNERS AND ENGRAVERST 
314-316 E.12th St. CINCINNATI.OKIO 


hte Pow, Yor Samples’ | 








HOTELS 





BOSTON... 
Stay at the 


At Kenmore Subway. 


All U. S. Routes lead 
to the Kenmore. 


© Modern, comfortable .. . convenient 
to shopping, business, the theatres. 
Ample parking space. 


© Outside rooms, each with tub, 
shower and circulating ice water. 


© Excellent food, moderately priced, 
in the Empire Room and English Grill 
Room and Bar. 


Write for Booklet—’’Historical Boston’”’ 


HOTEL KENMORE 


Commonwealth Ave. at Kenmore Sq. 
COLYAR P. DODSON, Manazer 
One of Boston's Newest and Finest Hotels 








Brown Trim Doing Well 


HOLLYWoop, CAL. — Brown trim on 
white buck both in pumps and oxfords 
has stood the gaff in the face of a 
supreme all-white season remarkably 
well in The Hollywood Boot Shop, 
managed by Wallace W. Williamson. 

There is not an excessive amount of 
trim on the types most in demand but 
enough to give the attractive contrast 
on heel and tip. Spectator sports pumps 
of course take the lead. 








Money in Foot Correction— 
BE A TECHNOPEDIST 


Our graduates are building successful practices 
in this new and dignified profession. Home Study 
Course, including working models and equipment, 
furnished at low cost, Easy terms. Write. 


THE TECHNOPEDIC INSTITUTE 
140 BoyIston St. Boston, Mass. 














MERCHANTS’ NEEDS 








BOW MAKERS OF AMERICA, Inc. 
58 N. 4th ST.—PHILADELPHIA 
PRESENTS— 


No. 1759 


PIQUE BOW 

WHITE KID OVERLAY 
This bow can be made in red and 
white, blue and white, green and 
white, yellow and white, pink and 
white and all white. One of the most 
attractive features we have originated 
for this season when white and white 
combinations are so popular. 

$2.00 PER DOZEN PAIRS 











AND NOW «4 
THE FAN BOW 


To Match the Season's Mode 


$2.00 


Per Doz. Pair 
DISCOUNT 
3-10 DAYS 

E. O. M. 


No. 582 
This smart bow is made with white kid over 
lay and various popular colored underlays. 
Specify color combinations desired. 
Assorted Dozen Samples on Request——$2.00 


D. FEINGOLD & CO. 
Mfgrs. of Shoe Ornaments 
141 KOSCIUSK® ST. BROOKLYN, N. Y. 














WANTED TO PURCHASE 








POSTER @ DEUTSCH 


436 Grand St., New York City 
Phone Dry Dock 4-0352 
—BUY FOR CASH— 


entire or surplus stocks of 


SHOES—DEPT. STORES 


Leases assumed T 











Buyers of Surplus Stocks 


We will buy surplus or entire stocks of shoes 
from mi: nufacturers, jobbers or retailers. 


QUANTITY NO OBJECT 


KIRSCH - BLACHER CO., Inc. 
106 Duane St. New York 
Phone Worth 2-5377 and 5378 














WE BUY 

Entire or Surplus Wholesale and Retail 
Stocks. Also Branded Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos- 
tonians, Etc. 

IRVIN RUBIN 

“The House of Jobe’’ 
89 Reade St. Cor. Church 
Phone Barclay 7-7887 New York City 






















































Jarman Leases Building 


NASHVILLE, TENN.—Tullahoma, Ten- 
nessee’s $79,000 municipal building, un- 
der construction by Foster & Creighton, 
contractors, which was designed for use 
as an industrial building, has been 
leased by the board of Mayor and Alder- 
men, to the Jarman Shoe Company of 
Nashville, to be used as a branch plant. 
The site of the building covers five 
acres and affords space for landscaping, 
and parking of cars by employees. The 
building is scheduled to be completed 
by July 1, when a mammoth homecom- 
ing celebration is to be staged. Dedi- 
cation of the building will take place at 
this time, and Jarman Shoe Co. is 
planning to bring 1400 employees to 
take part in the celebration. 





Predicts Good Sports Season 


SEATTLE, WASH.—L. V. Westerman, 
president of Westerman’s store, is op- 
timistic about the enlarged field for 
sportswear this summer, and is tieing 
into the resorts movement, with golf 
shoes, riding boots, field, fishing and 
hiking boots, besides general shoes. He 
predicts that this year, more than ever 
before, there will be more white shoes 
worn by men at the Northwest resorts. 
Exceptionally fine summer weather and 
a better business feeling are conspiring 
to augment sales, Westerman finds. 


Beard Named Manager 


Tucson, Ariz.—F red E. Cooley, who 
operates the Peacock Shoe Shop, an- 
nounces the appointment of R. O. 
Beard as the shoe store’s new manager. 
Beard succeeds W. T. Lewis who has 
left for the Pacific Coast. He had been 
connected with the Peacock Shoe Shop 
in Phoenix before coming to Tucson, the 
Phoenix store also being owned and op- 
erated by Cooley. 





New Kinney Branch 


ToPpEKA, KAN.—G. R. Kinney Com- 
pany, Inc., have leased a building at 
609 Kansas Avenue, and will open soon. 
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Bett Shoe Co., Philadelphia, Pa.......... 60 
Bleecker Shoe Co., New York City........ 42 
Brauer Bros. Shoe Co., St. Louis, Mo..... 33 
, Brown Shoe Co., St. Louis, Mo. .......... 31 
Chase, W. S., Sons, Haverhill, Mass...... 58 


Clapp, Edwin, & Sons, Inc., E. Weymouth, 
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Dainty-Maid Slipper Co., Brooklyn, N. Y.. 51 
Excelsior Shoe Co., Portsmouth, O........ 54 


Florsheim Shoe Co., Chicago, Ill.......... 10 
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Strides for Godman 


CoLumBus, OHI0 — The H. C. God- 
man Co. is making great strides in its 
expansion program, especially in the 
manufacturing end of the business. 
The company announces that three new 
units will be opened within the nexi 
three weeks, increasing the output fron 
about 26,000 pairs daily to about 34,00 
pairs. 

First among the units will be that o: 
the former Cincinnati Shoe Co. plant 
at Logan, Ohio, which has been taken 
over by the Godman organization and 
will be used to produce growing girls’ 
and women’s McKays to retail at $1.98. 
This factory which has been idle fo: 
several months is well equipped. 

The company will also put into Op- 
eration the Thurman Avenue plant in 
Columbus, which has been idle for 
three years. This plan will produce 
stitchdowns and prewelts for growing 
girls and women. 

The other plant to be opened soon is 
the Fulton Street plant, Columbus, 
which was formerly the C. & E. Shoe 
Co. This plant will be used to make 
men’s welts, which line was formerly 
produced in the plant. With the open- 
ing of the three units the company will 
have 19 units in operation in Columbus 
and Lancaster. 
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BROWN 
FOR FALL VOLUME—MCNEELY No. 74 


® 
BLUE 

FOR REPLACEMENT BUSINESS—MCNEELY No. 89 
ee e e 


You've detailed shoes in McNeely Brown 

No. 74 in other seasons. You've found that 

— this color 1s dark enough to look well with all 
. browns, bright colors and pastels, bright 

COLOR . enough to be distinctly brown by artificial 
light, as well as daylight. 


You've also found that McNeely Blue No. 
89, a darker version of the very successful No. 
88 of the spring is an excellent color for early 


fall replacement business. 


Furthermore, you ve found that McNeely’s 
TESTED leather wears, that the shoes hold their shape, 
FOR that the color remains even. 


QUALITY You'll find it worth your while to repeat 


yourself, to place your new fall business on 


McNeely Brown 
No. 74 


McNeely Blue 


MCNEELY DIVISION 
ALLIED KID COMPANY 
Huntingdon and F airhill Sts., Philadelphia, Pa. 


Vol. 105, No. 12. Published every week by the Boot a =" Shoe Recor a a anita hing Co., 239 W. 39th St., New York, N. Y. En fares as second class matter, Sept. 10, 1925, 
at the Post Office at New York, N. under the f March 3, 1879.  Subser: iption price $3. 00 per year. Printed in U. 8S. A. 











ANYONE considering an early clearance | « 


also refuse to wait for change from a $l ] 


18}XPERIENCED. able merchandisers know that sales 
of white shoes, in ordinary seasons, approximate from 15 
to 20 per cent of the average store’s annual volume. This 
year, with white so tremendously important and popular, 
it is more than likely to account for about 25 per cent of 


the total annual business of shoe stores. 


“ue vagaries of the weather may be discouraging .... 
there should have been hundreds and hundreds of addi- 
tional re-orders for white kid shoes before the end of May .... 
but the biggest demand you ever knew is certain to de- 
velop for “THE WHITEST WHITE’ washable kid. No matter 
how your stock looks today, we predict youll be searching 


for white LEVOR kid shoes in June and July. 









i 
‘ 


4 





ce! on W/elltrs kid shoes this season should — 


$1] bill after making an 80 cent purchase! 


END what about profits ? The real demand for white kid 
shoes comes in July, when vacations start and everyone 
wants immaculately new white shoes for their holiday. Its 
murder of profits for any merchant to start marking down 
his white kid shoes. This year whites will sell over a 


longer period than in previous summers. 


Guarantee to your customers that your white kid shoes 
will not be lower in price until the end of the season. Youll 
find business better now and fine also at the height 


of the summer. 


G. LEVOR & GO., ING. 


Tanners over 58 Years 


res WEINNEST WHITES” 


GLOVERSVILLE NEW YORK 
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COMFORT. | 


avoid wrinkled toe -linin gs 









The toe of a well made shoe 












should be smooth inside as well 


as outside. 


Manufacturers use Celastic Box H 


Toes because they are flexible 








at the tip line . . . and shoes so 
made are free from wrinkled or 
drooping toe linings. 





} 








THE QUALITY BOX TOE 





UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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“LADIES IN WHITE” 


Meet the hot summer months in the coolest of colors— 
But white alone won’t protect them from 
aching—burning feet. 































Foot comfort is essential to keeping cool and the 
Health Spot is essential to foot comfort. These two 
styles of Musebeck Health Spot Shoes guarantee Sum- 
mer comfort to your women customers. Both have the 
patented Musebeck Health Spot construction for hold- 
ing feet in the normal position. 


Ready for delivery at $5.25. Terms 5% 20 days, 30 
Days, Net. Order Now! 









MUSEBECK LAST 
No. 86 


Style Number S023 
White Kid 6 Eyelet Tie 
14/8 Heel. Foot-so-Port 


In Stock 


Style Number $0888 
White Kid 6 Eyelet Tie 
12/8 Heel. Foot-so-Port 


In Stock 











“ine 





SELL HEALTH SPOT SHOES TO WOMEN 
FOR THEIR 85% SHOES 


We do not expect you to sell Musebeck Health Spot Shoes ~ 
for dress wear. They are to be worn during the hours 
women are on their feet most—working—shopping-—walk- 
ing—cooking—the times when they need proper support 
to keep their feet in the normal position allowing normal 
foot action and protecting them from foot strain. 


When you sell Health Spot Shoes—you give a special foot 
health service that builds permanent customers. When 
women learn what it means to have their weak feet straight- 
ened up—so they get actual relief—they never want to be 
without Health Spot Shoes. Order Now! 





MUSEBECK SHOE COMPANY 


DANVILLE ILLINOIS 
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Invisible nailing. 


Fits heel-base tightly. 


Applied like ordinary rubber heel. 
A complete line for men’s and women’s shoes. 
Available at competitive prices. 











BOOT AND SHOE RECORDER, May 26, 1934 














a Smart (Neew Fteel by 


O SULLIVAN 


} for high- 


a consciousness, at the moment of sale | Woven into the “Stylist’’ design is the orig- 





ashioned shoes 





takes kindly to this new dressy heel bear- _— inal O'Sullivan safety cushion, which featured 
ing the name O'Sullivan. the world’s first rubber heel invented by 


' Humphrey O'Sullivan 38 years ago. 
The finest shoes are graced by its smooth, umphrey ullivan 38 years ag 


beautiful finish, its snug, permanent fit, and § The genuine O’Sullivan’s on your shoes will 


its perfect blend with the heel-base. help your sales—and they cost no more. Specify 


them when ordering for fall. Progressive man- 


f oui 
Made by a formula exclusive with O’Sullivan, afactuters will feature O'SULLIVAN’S. 


the «Stylist’’ gives your customer buoyancy of 





THE O’SULLIVAN RUBBER CO., Inc., Est. 1896 
d Sales Offices: New York... Boston ... Philadelphia . . . Chicago 
shoe through 1ts remarkable resistance to wear. Milwaukee . .. Los Angeles, and Winchester, Va. 


step while prolonging the good appearance of the 








Chree O ’Sullivan Designs 
FOR EVERY 
STYLE REQUIREMENT 






For extreme-fashion shoes... 
the “Stylist”. 
















For conservative shoes .. . The 


Conventional Design. 












For shoes with service features... 
the Super-Service Design. 


* 
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EXTREMELY LIGHT WEIGHT). 


TEEN EN CR re ae cam 


Si sch iN ni aa aS 




















When the manufacturer of “Red 
Cross,” a nationally known line 
of women’s fine footwear says: 
“Washette light weight calf is the 
most satisfactory washable leather 
that we have been able to obtain” 
—he is merely endorsing what 
many others have likewise found 
from customer experience. 


This excellent tannage is THE ideal 
leather for summer footwear, both 
in white or in colors, for the dressy 
types of street shoes or for the 
popular sport styles. 


For professional footwear, such 

as nurses, beauticians, teachers, or 
waitresses, it is the leather for 

giving the utmost in economy of . 
use and durability. It can easily 

be your “best seller” also in men’s 

and children’s footwear. 


FOUNDATION 


LAST 
































The FOUNDATION is one of our 
biggest selling shoes. It is impos- 
sible to say too much about this 
perfect fitting last, or the success 
we have had with Washette leather. 
While this has only been in our 
line for a short time, we are meet- 


ing with great success in. merchan- 
dising this particular shoe; both 


as to leather and last. 


RED CROSS 


The ease of being kepi 
sparklingly clean is a 
distinct selling feature 
of Washette Calf. Soap 
7 H 1 ES roi} and water does it! Test 

pres it for your own satis 


lit At FOUR of wows [eet faction. Swatches on 
| 4 ff WwW Hi S H H B [ E _ request. ; 


/ A 

















COM PLUETE SERVICE 1 N FIRE CP LE LEATHERS 
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